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Q@NE of our constant “down-to-the- 
earth” advisers writes, rightly: 

“It seems to me that rather than 
stress the ‘threat’ (of Barrels of 
Shoes for War Refugees) that might 
be thought to hang over shoe mer- 
chants because of the large numbers 
of shoes which have been discarded 


before they were worn out, it might 





be pointed out that American men 
and women, especially women, ap- 
parently have been and are willing 
to purchase a new pair of shoes 
either because of the style appeal of 
the new pair or because the old pair 
was beginning to look a little less 
than satisfactory rather than be- 
cause the old pair had worn out. 
Not only have these men and wo- 
men been willing to buy new pairs 
of shoes before their old ones were 
worn out, but they are cheerfully 
discarding the old pairs as soon as 
they find a worthy place for them. 

“It seems to go against the grain 
of any person who is reasonably 


thrifty to throw away a pair of 
shoes which would give quite a little 
more service, even though the ap- 
pearance was not all that could be 
desired, and so it happens that most 
of us will hang on to these old pairs 
almost indefinitely, unless some 
charitable organization reminds us 
that other people would be glad to 
have them. But whether the shoes 
are given away or whether they con- 
tinue to lie in some closet, it is not 
very likely that many of them will 
go back into active daily wear by 
the original purchaser. 

“My only point in writing is that 
it seems to me that some merchants 





may be unduly alarmed by such an 
editorial and may do themselves a 
dis-service by refraining from plac- 
ing their usual orders for new styles 
offered by their regular suppliers 
when, as a matter of fact, the con- 
tribution of all these barrelfuls of 
not-worn-out shoes would seem to 


be the best sort of evidence that the 


[7] 


American public will respond glad- 
ly to good new styles, attractively 
displayed and enthusiastically pro- 
moted. 

“Doesn't it also seem evident that 
pride is one of the chief, if not the 
main, compelling motives back of 
the purchase of many new pairs of 


“~~ YT Na x ZV 
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shoes and isn’t there perhaps an op- 
portunity to point out to merchants 
that pride might be appealed to 
even more frequently in some of 
their advertising and store displays. 

“Yes, the American public could 
probably go quite a while without 
buying new shoes if it was willing 
to wear out all the old shoes that 
are now tucked away in some closet 
but, thus far, the American public 
has not been willing to wear out 
these old shoes and, fortunately, has 
not been forced to do so. 

“We can all hope that the buy- 
ing power of the public in this 
country will continue to be at least 
as good as it has been in recent 
years, so that it will not be neces- 
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sary to defer the purchase of a new 
pair of shoes until the old pair has 
been worn out. And, for the good 
of the average merchant, I hope 
that he doesn’t get to thinking that 
it will not be good business for him 
to push attractive new styles, for 
fear that his customers may start 
deferring the purchase of a new 
pair until they have worn out the 
old ones.” 
. * + 

HA ARRY FONTIUS, head of the 
Fontius Shoe Co., Denver, Col., 
speaking in a reminiscent vein, 
says: 

“I wonder sometimes if we're get- 
ting old—for we don’t do as much 
as we used to. I can remember back 
to the time, only a few years ago, 
when we had setting up exercises 
every morning for the store em- 
ployees. And in those days the 
store opened at 8.00 A.M. Nobody 
was required to come down for this 
exercise but I'd say that fully two- 





thirds of them showed up every 
morning. It was a good thing 
—something I wish we could keep 
up now. It started the day out 
right for all of us. 

“Seriously, though, we've come 
to the conclusion in recent years 
that we get better results by holding 
fewer sales meetings and making 
those few meetings really interest- 
ing. As an outgroWth of the idea 
of giving setting up exercises in the 
morning, we, for a great many 
years, held a meeting every working 
morning of the year. But we found 
that, over a period of time, these 
gatherings were inclined to become 
too humdrum. It was a case of re- 
peating ourselves too often. 

“So, nowadays we hold only two 
meetings a week and on those oc- 
casions see to it that we have some- 
thing really interesting to show or 
say. We start out the present meet- 
ings by showing and explaining 
new merchandise, then proceed to 
a few important matters of policy 
or method. We make it a point to 
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—Once in a while, as we struggle 
along in this hurried, harrassed life 
of ours, it does one good to reflect 
a bit upon the wisdom of others. 

—In a recent issue of Cheerful 
Thoughts, published by R. C. 
Whittinghill, appear the following 
gems: 

—An aim in life is the only fortune worth 
the finding, and it is not to be found in 
foreign lands, but in the heart itself.— 
R. L. STEVENSON. 

—The superstition in which we were 
brought up never loses its power over 
us even r we understand it.— 
LESSING. 

—Four things belong to a judge; to hear 
courteously, to answer wisely, to con- 
sider soberly, and to decide impar- 
tially —SOCRATES. 

—Never does a man portray his own 
character more vividly than in his 
manner of portraying another.— 
RICHTER. 

—The superfluous blossoms on a fruit 
tree are meant to symbolize the large 
way that Nature loves to do pleasant 
things —ANON. 

—He knows not his own strength who has 
not met necessity —BEN JOHNSON. 

—Nothing is so strong as gentleness; 
nothing so gentle as real strength.— 
SAINT FRANCIS DE SALES. 


—Maybe the world of tomorrow will 
be made better by studying that 
which was good and wholesome in 
the world of yesterday. 


ee Se 


President 








have something really new to say 
or show every time we hold a meet- 
ing, for that’s the secret of main- 
taining continued interest.” 
* * s 

*STHE Strategic Position of the 
American Shoe Industry” by Julius 
G. Schnitzer, Bureau leather spe- 
cialist of the Department of Com- 
merce, appearing in the current 
issue of Domestic Commerce Week- 
ly reveals there are 1000 shoe- 
making firms now operating in 33 
states. These firms are located in 
377 communities of 227 counties. 
The leading producing states, in 


’ 
*< 








order of importance, are: Massa- 
chusetts, New York, Missouri, New 
Hampshire, Pennsylvania and 
Maine. Other states included in this 
list are Vermont, Rhode Island, 
Connecticut, New Jersey, Maryland, 
North Carolina, Virginia, Illinois, 
Georgia, Florida, Ohio, West Vir- 
ginia, Michigan, Indiana, Ken- 
tucky, Minnesota, Texas, Nebraska, 
Tennessee, Wisconsin, lowa, Kan- 
sas, Washington, Oregon and Cali- 
fornia. 

Most factories are located in 
smaller communities, and only a 
small proportion of the total is in 
cities with populations of more 
than 500,000. More than 32 per 
cent of all communities having shoe 
factories are in the population 
group of 2500 to 9999, while cities 
with population of more than 500,- 
000 represent only 3.2 per cent of 
all communities covered. Also of 
interest is the fact that 86 com- 
munities with populations of less 
than 2500 have shoe factories. 





MIURRAY ROLFE, buyer for Dal- 
simer’s in Philadelphia, says: 
“Shoe merchandising is not sim- 
ply a matter of buying shoes in the 
market. Every buyer must recog- 
nize that his customers are very 
definitely types, and their particu- 
lar needs must take precedence over 
every other consideration. For ex- 
ample, in this store, we can do a 
job with antique calf that we could 
not do with alligator and in other 
places the reverse might be true.” 
Mr. Rolfe will elaborate on this 
theme in his message to the Middle 
Atlantic Convention, of which he is 
chairman. He went on to say that 
this time of the year is an acid 
test for shoe control. “If retailers 
watch their stocks carefully now, 
they will have no trouble with 
mark-downs or short supplies. 
Closer adherence to stock control 
during the season will make for a 
healthy stock condition.” 
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Hi, 1. KLEINHAUS, general man- 
ager of the National Retail Dry 
Goods Association’s Controllers’ 
Congress, in his recent discussion of 
“Retail Problems Arising from the 
Defense Program,” said: 


“This is a serious era in history; 
people will not buy frivolities to the 
same extent that they will in a time 
of peaceful prosperity. War has al- 
ways been a grim business, but war 
as it is fought today, total war, 
means grimness starts with prepara- 
tion for war on all fronts. War 
will have its effect on price, on the 
possible restriction of materials and 
methods of production to conserve 
resource, and on the withdrawal of 
a large proportion of young men 
in civilian life, shrinking to that ex- 


tent the consumer market.” 
* * * 


ANTHONY H. GEUTING of Geut- 
ing’s, Phiadelphia, says: 

“Our business was built on main- 
taining a middle-of-the-road policy 
with respect to style. Philadelphians 
do not buy the exotic shoes they go 
to New York to see, and I think 
dealers in general would do well 
to concentrate on the needs of their 
own communities. Of course, no 
progressive shoe merchant can ig- 
nore fashion dictates as regards 
color and leather, but why change 
lasts? Why buy shoes when you 
cannot be sure of their fit? Care 
exercised on these lines will mean 
increased profits, as no markdowns 
need ever be taken if buying is done 
on this basis. I never knew a really 
good merchant who made a fortune 
on either style or competitive 
prices.” 

* * ” 
AIR-MINDED shoe men — and 
style-trenders listened with great in- 
terest to Igor Sikorsky of the 
Vought-Sikorsky Aircraft Division 
of United Aircraft Corporation, 
Stratford, Conn., at the recent New 
England Conference (convened by 
the New England Council with the 
cooperation of the six New Eng- 


land Governors). He prophesied 
the development of 100-ton and 
100-passenger transoceanic flying 
boats “in the immediate future,” 
and said that 15- to 18-hour flights 
to Europe with Asia and Australia 
on the second day, and three- or 
four-day round-trip cruises from 
New England cities to the North 
Pole or the Amazon River Jungle 
would be “matter of fact before 
1950.” 
- 7 * 

BB ILL ROBINSON (Beau Jangles) 
danced his way to stardom twenty 
years ago and has been up there 
ever since. On his 61st birthday he 
danced from 6lst Street to 45th 
Street, played two regular shows, 
three Cotton Club shows, one bene- 
fit and finished up with a final 
flourish of foot work in the sma’ 
wee hours of the morning. 

The reason we mention all this is 
——a New York daily—*P. M.”- 
shows some pictures, almost ghastly 
to others but very descriptive to us, 
becausé he has the biggest pair of 
bunions and what’s more, he’s 
proud of them because the title 
reads: “He treasures his prize pos- 
sessions — $40,000 bunions.” Bill 
refuses to let chiropodists touch his 
bunions, claiming they are worth 
$40,000 a year to him. This picture 


shows that he uses one of those door- 
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knob rollers to soothe and refresh 
his feet and further exercise the 
muscles. And he pays $35.00 a pair 
for special shoes with wooden soles 
because he disdains the use of metal 


tips. 


He may be the “Horatio Alger 
hero in ebony” to the colored folks 
but he is the living proof that danc- 
ing feet are not so much a matter 
of physical perfection as they are 
the living story of the guy who 
owns them. 

o . * 
©THE Bumblebee,” organ of the 
Rochester Ad Club, of which Allan 
B. Draper is a member, carries this 
item: 

“Allan B. Draper, the singing 
shoeman, formerly with Pidgeon’s 
and E. Kelsey Scott, Inc., opera 
plumber, song leader, bowler, etc., 
has changed his business to become 
sales representative of two Roches- 
ter firms. He is now affiliated with 
Station WSAY selling radio adver- 
tising and Ad-Art Display Products 
Co. Al’s experience on the inside 


should be helpful on the outside.” 





“You've got to learn to get that skeptical look off your ‘puss’ when they 
ask for size three.” 





These two girls enjoy an evening in 

attractive and comfortable fireside cos- 

tumes; one in a black velvet blouse 

and plaid taffeta skirt and the other 

in velveteen slacks and a hand-woven 

jacket. Note the soft little casual 
shoes they are wearing. 


Left to right: Natural calfskin 
makes a smart rugged-looking 
shoe for indoor, outdoor or in- 
formal wear. Soft, little leather 
slip-on with gay plaid lining, 
perfect accompaniment for fire- 
side evenings. Corduroy boot 
with fleece lining and thin rub- 
ber sole, ideal for after-ski and 
other Winter occasions. 














gace 





Feminine and dainty in mate- 
rial and color for informal eve- 
nings at home. Both these slip- 
pers are perfect mid-Winter 
selling items. The piano felt 
sole is a new and very practical 
idea on the satin slipper. 















THERE’s a big place for leisure shoes in your mid: 
Winter business this year. You always sell comfort and 
house slippers at this season. And in recent years you 
have added the after-ski shoe, waterproof and rubber- 
soled for outdoor wear, soft and warm with fleece lining 
for indoor-outdoor use. 

Now this year there is a third kind of shoe ideally 
suitable as a fireside fashion. 
shoe ... 


That is the new casual 
informal and easy for indoor lounging, yet 
substantial enough for outdoor wear as well. As the 
casual shoe business continues to grow by leaps and 
hounds, ways must be found to keep these shoes in 


ashions 


All shoes on these pages are shown 
through courtesy of Lord & Taylor 
and Franklin Simon & Co., New York. 


Left: A fluffy fabric easy-on 
scuff to match warm tailored 
gowns. Right: As cozy as a 
child's pet toy animal, this slip- 
per spells fireside comfort. 







their proper place as an informal type for wear with 
casual clothes. A few weeks ago when they appeared in 
every Spring line, some shoe men began to ask them- 
selves whether they might not become a “casualty,” 
instead of a casual shoe. There’s no reason to be afraid 
of these shoes, however. Most of them are exceedingly 
charming and they certainly give a new zest and sparkle 
to many lines. Just watch them a little, so that they 
won't take too big a slice of your regular shoe business. 

And here’s one way to do it. Play them up as a new 
idea for mid-Winter leisure wear. Your customers are 
always ready for new ideas at this season. 
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SELLING SHOES FOR 


FINE shoes, genteel shoes and the better quality of 
novelty shoes can be sucessfully merchandised in one 
department by the same sales force. 

Robinson’s, in Los Angeles, has been doing this for 
several years now, with the current operation most 
satisfactory. This institution has long been committed 
to one object—to build a store-wide lasting apprecia- 
tion for fine merchandise. 

In shoes, a keen public appreciation of hand-sewn 
turns and hand-sewn welts is developing a steadily 
increasing market for shoes of this character. A feeling 
is generated here that in spite of the wild rush for 
novelties and volume, a fine shoe business is to be 
had for the trying. From observation and conversa- 
tions with patrons, the genteel woman considers she has 
been neglected in her footwear requirements to a great 
extent. 

An organization catering to women who appreciate 
the best in footwear must conform to recognized stand- 
ards of merchandising, such as: Carrying shoes in 
complete runs of sizes and widths; having at least four 
major promotions a year in which something definitely 
new is introduced; monthly minor promotions; stock 
to consist of proved patterns and lasts, yet complete in 
all new materials; a seasoned selling organization, in- 
cluding salesmen from the Beau Brummel type to the 
dignified shoe fitter having a touch of gray around the 
temples. 

The only possible exception to a full range of widths 


might be in open toe sandals, when three widths often 
cover fitting requirements. 

For this Fall, the major promotion was in bronze 
alligator lizard. Page advertisements in national con- 
sumer publications, plus local newspaper ads, radio, 
full window and interior displays of moment put this 
promotion over in a satisfactory manner. 


PREVIOUS to this, suedes had their innings in August 
and September; smooth leathers, particularly smartly 
styled kidskins for November, with patents and gabar- 
dines, together with early Palm Springs things for 
December. Trends of the season are carried out in 
modern feeling, but with restrained styling. There are 
no old fogy shoes on the shelves. While shoes in the 
top grades have a little longer life than high styled 
novelties they cannot be carried season after season. 

Fine trade wants a real diversity of styles. Heel 
heights run up to 24/8, with the volume on the 16/8 
to 18/8 heights. Basic pattern shells are often the same 
from one season to another, as the fine shoe patron is 
most susceptible of repeat buying. Two things she is 
sure to repeat on are salesmen and lasts, so the choos- 
ing of the best of these highly essential factors in fine 
shoe selling is highly important. 

Salesmen here are considered partners in the busi- 
ness. There are no bosses, no non-selling people. Each 
man has his own block of stock and, in most all cases, 
his own clientele. Fourteen men who have an inherent 
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GRACIOUS 


Four examples of current shoes for gra- 

cious living. In each case, as with most 

shoes in the department, a complemen- 

tary handbag is made especially for each 
particular shoe. 


Left to right: The tailored or suit shoe in reptile and 
calf, adaptable in many variations and in such colors as 
black, browns, and blues. Retails for $16.75 and is 
always stocked from Quads to C’s, Second, a dressier 
version of the tailored shoe, with its 21/8 heel and 
walled last. Note the pleated vamp, with the same 
thought carried out in the bow treatment. This shoe 
takes care of the softer suits, so well thought of by the 
younger matrons. It is perfect in the light weight 
caljskins. Third, a very versatile shoe. Suedes and alli- 
gator now; adaptable to Calcutta and alligator, also a 
perfect follow-up for patent and gabardine. Open toes 
are excellent the year around, so the basic pattern is al- 
ways good. The insert may be lengthened or shape 
changed, but the shell is always good. Fourth, a pump 
which is always good. This one is excellent for suedes, 
with its patent leather interlacing. It is always a perfect 
pattern for kidskin. Last carries a 24/8 heel. 


liking for fine shoes and who handle their merchandise 
and their patrons with due regard for the fine qualities 
of both are the mainstay of Robinson’s. 

Novelty shoes are considered more as extra pair 
business than as a major part of the stock. Carved 
wood heels, plastics and other new things in the field 
of pure novelties have been successfully introduced. 


Definite 





by P. D. LEHMAN 

Manager Shoe Departments, 

J. W. Robinson Company, 
Los Angeles, Calif. 


Robinson’s Fourth Floor College Shop 

has a bright airiness that appeals 

younger clientele. Here smart shoes for 
the younger set are featured. 


to the 


How Robinson's, in Los Angeles, Has Succeeded 
in Building a Profitable Appreciation of Really 


Fine Footawear through Strict Adherence to a 


Merchandising and Promotion Plan, 


Plus an Unusual Approach to the Problem of 


Sales Organization. 


LIVING... 





As a consequence of having a completely balanced stock 
ranging from tennis to riding boots, with the accent on 
shoes at $12.75 to $18.75, and of having all new things 
when they are new, multiple sales of six to 12 pairs per 
patron are an ordinary occurrence. 
sales of good shoes would not be possible unless a com- 


These multiple 


plete stock of smart high style shoes in good taste were 
available. 


THERE is a satisfaction, true and lasting, in handling 
better shoes, derived from the knowledge of giving 
patrons real value and real enjoyment. 
bound to come to a wearer from having something nice 


Pleasure is 


on her foot. This pleasure and the safer styles carried 
have a marked influence in holding down returns to a 
reasonably small figure. 

In addition to this third floor shoe salon for fine shoes, 
Robinson’s also has a very successful College Shop on 


the fourth floor, a department for children’s shoes up to 
teen age on the second floor and a men’s shoe depart- 
ment on the street floor. 
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DIRECT- MAIL 
PROMOTION 


This is the Fourth and Final Part of a Complete 


Christmas Promotion Program Which Featured a 


Traditional Old-Fashioned Holiday with a Touch of 


Patriotic. Previous Articles in the Series Appeared in 


October 19th, November 2nd and i1Gth Issues. 




















Fine New-fashioned Gifts 
for a good 


Old - fashioned Christmas 
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Left: A 16 or 8-page booklet that features the Santa 

poster-portrait and the red and blue color treatment 

that appears through the Recorder Store’s Christmas 
campaign. 


booklet 

paper ads. Below: Typical page b 
Individual ebe..used as newspaper ads by 
-'s sta head and lead copy. 














Gift catalog booklet suitable to enclose with 
monthly statements, as a checking list for cus- 
tomers in the store or as a package enclosure. 


A STORE'S regular customers are its most logical 
Christmas customers. Therefore well-planned direct 
mail becomes an important part of the holiday promo- 
tion program, to supplement newspaper advertising and 
back up the window and in-store displays. 

The value of this form of promotion is proved by the 
consistent use by larger stores of photographically illus- 
trated gift catalogs, with well worded merchandise 
descriptions, in which order forms are enclosed, indicat- 
ing expectation of direct sales. Others use illustrations 
and descriptions that aid selection, but invite customers 
to visit the store, stressing that angle more than buying 


by mail. In larger stores, these catalogs are supple- 4 

mented by statement enclosures Nov. and Dec. 1. Recorder Stor es 
RECORDER shoe store cannot afford the big, elaborate 

catalog, but we shall adopt and adapt the ideas to our G | re T 

needs and facilities. The standardized merchandise cuts, 


mostly single column wide, used in our newspaper ad SE [ E “tt T O R 








TO HELP YOU TO 
SELECT THE RIGHT GIFT 
FOR THE RIGHT PERSON 






































layouts are also practical for our mail folder or booklet. 
which will be a standard size, say five-and-one-fourth 
by seven-and-five-eighths, which cuts with trim from 
standard paper size 32x44, and fits into a standard size 
envelope for mailing. We like this idea because a well- 
illustrated booklet, that gives the impression of USF- 
FULNESS in choosing gifts at first glance, is more likely 
to be kept and USED than a casual appearing circular. 

For this booklet we shall select and illustrate as many 
of our popular gift items as possible and use headings to 
indicate that there are others available at the store; for 
example, [TURN TO PAGE 42, PLEASE] 























NEW-FASHIONED GIFTS FOR A GOOD Layout for four-page illustrated letter. Merchan- 


ise illustrations and copy appear on pages two, 


OLD-FASHIONED CHRISTMAS three and four. 














The RECORDER Salutes the 


Window Displays That Won Awards 


in National Men’s Shoe Week Contest 


@ NCE again Boot anp Soe Recorper is happy to announce winners in a 
contest which this publication sponsored—this time the second National Men’s 


peat oe ab gy oh 3 age Shoe Week window display contest. Last August the competition was an- 
the Nunn-Bush Shoe Department nounced and display men in retail shoe stores were invited to send us photo- 


Eg Bm = Aeegge gged graphs of their National Men’s Shoe Week windows. 
prise in the contest. Note the dif. Entries were judged on the basis of sound thinking, clever execution, and 


ent men appealed to, . : : 
Ike enn Sten Gems. Mark. above all, on their selling appeal. An experienced promotion and display 
ers on each pair of shoes designate man was consulted. The Recorper was more than a little gratified to see the 


4: Resaden doe ses versatility of the displays entered. They were well thought-out and ex- 
cellently done. 
Winner of the first prize of $25.00 was Robert C. Kiger, Nunn-Bush Shoe 
Department, Patterson-Fletcher Co., Fort Wayne, Ind.; second prize of 
$15.00 went to G. H. Wagner, Brandeis, Omaha, Neb.; third prize of $10.00 
was won by Irvin Riga, Potter Shoe Co., Cincinnati, Ohio. Honorable men- 
tion went to V. M. Curto of J. C. Penney Co., Lansing, Mich. 
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Left—Fall display for National 
Men’s Shoe Week which took sec- 
ond prize, by G. H. Wagner, dis- 
play director at Brandeis, Omaha. 
Neb. The huge footprint in the 
foreground and the National Men’s 
Shoe Week pointer serve to drama- 
tize the display, while the autumn 
leaves add a note of seasonal time- 
liness. 


yor MEN'S SHOE WEEK 
errteees 4h 


POTTERS WAS THE 
RIGHT SHOE FOR THE 
* RIGHT suiT! 


WINNERS 





Right—Irvin Riga of Potter Shoe Com- 
pany, Cincinnati, O., designed this third- 
prize winner. The right shoe for the 
right suit stresses the wardrobe idea. The 
circular discs of Fall suiting materials at 
the right serve to force the shoes into 
prominence, tying them in with the cor- 
rect types of clothing. 


This window, left, by V. M. Curto of 

J. C. Penney Co., Lansing, Michigan, won 

honorable mention. Built around a 

double meaning, the display was most 

striking in its likeness to an envelope. 

Autumn leaves again lend a touch of 
atmosphere. 





Shoe Store 


Plan 
Ahead 
for 


Profit 


9 THREE big shopping weeks 

ahead of you. Don't miss 
a single opportunity to cash in 
during this holiday season. Re- 
arrange your window displays 
today, giving the feature spots 
to the items you expect will be 
your big sellers. And be sure 
and change all of your talking 
display cards. 


5 THIS is a good time to go 

scouting for “plus” busi- 
ness. If there are any institu- 
tions, orphanages for instance, 
in your town, they should be 
prospects for house slippers. 
Why not go after charitable 
organizations with the sugges- 
tion they give their wards shoes 
this Christmas. You must go 
out and get this business. 


9 ONE week of your holiday 

season gone —two more 
to go. Spend some time on your 
window today, rearranging the 
displays, changing all the cards, 
moving into prominent spots the 
items that do not seem to be 
selling as fast as expected. In 
brief, make your windows look 
different. 


1 WHAT about your in- 

terior displays? Are they 
working for you? For instance 
have you a big selling display 
of house slippers where it 


3 YOU have already sent 

out your holiday an- 
nouncement mailing, but how 
about a follow-up? A good, 
flashy mailing card thot feo- 
tures two or three of your best 
gift numbers will not cost much, 
and will get attention far out of 
proportion to the cost, for it 
can be read at a glance. 


6 TODAY, of course, you 

will have a big-attention 
getting ad in the newspaper, 
designed to swell the week-end 
business. This is the time for a 
comprehensive ad, covering 
most of the gift items you have 
to offer. Use big cuts, plenty 
of white space and a heading 
that will get attention. 


10 DID the mailing card 
which you sent out last 
week produce some business? 
Then why not do it again? You 
have plenty of other items that 
will respond to a little extra pro- 
motion. And be sure that all 
items on the mailing card are 
prominently featured in your 
windows, too. 


13 DEFY superstition with 
some “Window Specials 
for Friday the 13th.” Run an- 
other good strong newspaper 
ad that will bring you your full 
share of tomorrow's business. 
Make it a gift ad, featuring all 
the items you have which have 
gift possibilities. Be sure and 
play up women’s silk hose. 


4 MAKE your weekly checi 

of stocks today and ther 
analyze the figures carefully 
Your holiday selling season i: 
far enough along so that the 
sales of individual items to date 
will give you a fair idea as to 
whether the items you expected 
to be the big sellers are going 
to click. 


7 BE sure to have plenty of 

selling help to take care 
of Saturday business. The sales 
you let escape you today are 
gone forever! And plan your 
own work so that every minute 
of your own time is spent on the 
selling floor, watching whot 
goes on, keeping things moving. 


11 CHECK your stocks 

again today. Of course 
it is a dull, tedious job, but how 
else do you expect to know ex- 
actly and accurately which 
items are selling and which ore 
not? And how else do you ex- 
pect to avoid those “outs” 
which mean lost sales and lost 
profits? 


14 INSTRUCT all salespeo- 

ple that today you wont 
to make a special drive on 
women's silk hose in gift boxes. 
Select one number and tell 
everyone to bring that particu- 
lar number to the attention of 
every customer they serve. You 
will sell a lot of additional hose 
if you do this. 





--_ a | a. 


CALENDAR 
DECEMBER 


For 





December, Month of Festivities for Young and Old, 
Offers an Infinite Variety of Possibilities for Profit- 
able Promotion in Shoe Stores. Suggestions for 
Every Day in This Season of Gifts and Good Will. 


16 IF you have been simply 

rearranging your window 
displays for the last two weeks, 
it is time for a complete 
change. No window trim is 
good enough to use indefinitely, 
and now with the streets full of 
gift shoppers it is doubly im- 
portant to keep your windows 
fresh and different. 


9 YOUR ad in today's 

newspapers, for the last 
shopping Saturday before 
Christmas, should be a powerful 
one, and it should feature all 
those items you are particular- 
ly anxious to clear. Emphasize 
in your ad that you give quick 
service on mail orders and 
phone orders for folks too busy 
to come downtown. 


9 5 CHRISTMAS DAY. And 

may yours be the merrier 
because of the knowledge of a 
profitable holiday selling sea- 
son just ended. 


30 CHANGE your windows 

today uniess you're hav- 
ing a “Year-End Clearance,” 
in which case you will not want 
to change back toa = foot- 


17 IT is by no means too 

late to send out another 
mailing card if you have been 
able to see worth-while results 
from the first two. This would 
be a good time to feature gift 
hosiery, emphasizing in your 
copy that mail orders and 
phone orders will be handled 


promptly. 


9 CHECK over your win- 

dows the first thing to- 
day and make sure that they 
are doing an adequate job of 
backing up your newspaper ad. 
Get one or two more tables out 
on the selling floor for the day, 
where they can pick up a few 
extra dollars in sales. 


96 IF you removed your 
holiday trim the night 
before Christmas you don't 
have that job facing you this 
morning so there is plenty of 
time this morning to make the 
weekly check of stocks that is 
usually made on Wednesday. 
The figures will indicate how 
well you did your job of holiday 
merchandising. 


31 LAST day of 1940. A 
good day to look back 
into January, 1940, and see 
what you did then that will bear 
or next month. Of 
course of your advertising 
and selling plans for January 
are made so that you can get 
away to a good start in 1941! 


18 CHECK your stocks 

again today. Then make 
up a list of all the items that 
do not seem to be moving satis- 
factorily. Go over this list with 
all selling employes and point 
out to them that in the remain- 
ing five selling days before 
Christmas you want to clear 
these items. 


93 NO need to rearrange 
your windows today be- 
cause you will be changing them 
soon anyway. Go over the list 
of items to be cleared by 
Christmas and see what re- 
sults your little drive has had. 
Now is the time to mark down 
any items that the stock situo- 
tion indicates will not be gone 
by tomorrow night. 


9 7 IF your stock count of 

yesterday disclosed 
many short lots or items you 
want to close-out you might ad- 
vertise a "Year-End Clear- 
ance” for tomorrow, Monday 
and Tuesday. You will need 
something to liven up these last 
3 days of 1940 and this will help 








19 THERE will still be foot- 

wear and hosiery busi- 
ness after Christmas, but only 
for those stores that have the 
necessary stock. So check over 
yesterday's stock count and 
make sure you are not going to 
be out of the fast-selling colors 
and sizes. Now is the time to 
order fill-ins, if needed. 


94 CLEAN-UP DAY. Try 
and close out all strictly 
gift merchandise before the 
store closes. After hours tonight 
remove your holiday trim and 
backgrounds from the window 
and put in quick, simple 
straight footwear display for 
over the holiday. Remove all 
holiday trims, display cards and 
price cards inside the store, 
too. 


98 PUT in a Year - End 
Clearance window the 
first thing this morning with 
price cards and display cards 
that really say "SALE!" People 
exp¢ct sales at this time and if 


fe is really “some- 
you'll get a lot of 
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OUTLOOM 


Is It 


WE had occasion to sit alongside a merchant from 
South America, who came to see and buy shoes for his 
store in his country. He had previously bought style 
shoes from Italy and serviceable shoes from Germany. 
He didn’t turn to the United States’ shoes because of 
any new Pan-American ardor but because of the stern 
necessity of having something to show his people for 
the opening of their Fall season, which corresponds with 
our Easter dating. He might have continued importing 
shoes with Italian and German trade names thereon if 
he had wanted to give a German salesman the order to 
be made somewhere else—MAYBE HERE. Because, 
strange to relate, trade goes on somehow and every 
salesman wants to hang onto his customer; and the 
cleverness of the human mind is such that it finds a way 
of compromising with a substitute—labels don’t care 
whose shoes they carry. 

But this merchant was thinking farther ahead than 
his Fall orders (March). He was thinking that perhaps 
the time had come for him to get acquainted with 
American shoes—although he had been well-informed as 
to American styling, which, in a way, has a universal 
appeal. 

Well, we sat together and watched a style show and 
I had a chance of seeing it through a pair of new and 
fresh eyes, critically analytical of the practice of holding 
style shows as an aid to commercial transactions. This 
was his comment after the show:. 

“I’ve read about these things but I couldn’t quite 
believe it—that it was necessary to show the newest 
styles on a parading mannequin, who wore one dress, 
hat and accessories for everything from low-heeled shoes 
to evening shoes. If the idea was to show the relation- 
ship of the shoe to the new colors and new dresses, well 
and good; but reducing this to its simplest element, it 
was merely a display of sex as an aid to creating buying 
interest in something that seemed to be incidental to 
the show—the shoes. 

“Now I've been totally unaccustomed to that mode 
of buying and have yet to be convinced that it is any- 
thing else than a stunt. With me, the thrill of having a 
salesman show me a new shoe that hasn’t been seen by 
anyone else in my community is in itself a compliment 
to me by that factory. Then, when the salesman tells 
me how the shoe fits into the picture of dress, that’s 
another motivating reason why my interest is kindled 
in the style. Then, when he tells me its materials, its 





Essential? 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


ingredients, its purpose and function, its lasts and fitting 
values, | am more and more eager to buy that shoe for 
my people. After all, I am the selector of shoes for my 
community and I want my people to wear things that 
are being worn elsewhere in my country—with that 
little difference of exclusiveness that comes from an 
interesting change of pattern, that the salesman offers 
to make exclusive to me in my town. 

“Frankly, I can’t see the purpose of a mannequin show 
unless it is entertainment because it’s the strangest thing 
that the human mind can remember a pattern after 
only a glance and if that salesman were to bring me 
that line a month later, it wouldn’t be new and fresh 
and original with me but dated as of the style show. 
Far be it from me to be critical of an American institu- 
tion. There must be a purpose in this and I can see 
that when authentic fashion futures are presented in the 
costume itself, that the practice might be helpful to 
buyers who seek information as to ‘what goes with 
what.’ But actually some of these shoes were apologized 
for because they didn’t fit the model precisely. They 
were too new and fresh and were trials rather than 
‘case’ shoes.” 

That, in substance, was what the S. A. merchant had 
to say and the only reason for our bringing the subject 
up was that we are discovering that salesmanship is 
returning everywhere as a relationship between travel- 
ing man and merchant at the store or at the local sample 
room. Shoes that are “top drawer” styles are not being 
shown to Tom, ‘Dick and Harry. Some of the arts of 
intelligent salesmanship are coming back into a business 
that was so mass-minded for a decade that it took for 
granted that all shoes looked alike. Anybody’s styles 
were everybody’s styles. 

It may be an indication of the return of a personal- 
ized interest in every shoe purchased rather than “across- 
the-board.”. When a manufacturer tells us that 67 per 
cent of his shoes were factory trade-named in 1939 bul 
only 46 per cent so labeled in 1940—even with a set up 
of national advertising—50-50 local advertising, cards. 
folders, stickers, all included—well, there must be some- 
thing in this growing appreciation on the part of mer- 
chants that the business that they are building is their 
business. 








MILITARY 


NEW SMARTNESS 


in OHIO'S 88 
GIRARD CALF 


Mititary effects take men’s shoes by storm, 


straps and plain toes advance steadily. For 
this ROBLEE Shoe and for other plain toed 
shoes in this military trend, OHIO’S 88, SOFT 
MELLOW GRAINED GIRARD CALF is the ideal 
leather, adding flexibility to America’s shoes, 
be they uniform or mufti. 





The 


SALES 
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PRESENTATION 


Chapter Three of a Series of Practical 


Pointers on How to Sell Shoes. 


@N the sales presentation hangs the dividing line be- 
tween a sale and a walk. This line is so fine that often 
you cannot tell what it is you may have said or left un- 
said that causes an unfavorable decision. If you have 
six customers and sell four, your sales efficiency is only 
66 2/3 per cent, whereas if you have five customers and 
sell four, your efficiency is increased to 80 per cent. 
A little more time spent in making a good sales presenta- 
tion may easily increase that efficiency to 100 per cent 
and will certainly tend to eliminate those walks. 

To make sales easier it is necessary to build up a 
beautiful picture in the customer’s mind before present- 
ing the new shoe. A woman may ask for a certain shoe 
and go out with an entirely different kind of shoe, either 
because the first shoe did not appeal to her vanity, or 
because the salesman presented the other shoe in a more 
dramatic and appealing light, or perhaps because she 
was intrigued by a beautiful description of a “new 


by PATRICK A. MORGAN 


creation” to fit her “personality.” It may have been a 
combination of these causes; suffice it to say that each 
and every individual is distinctly susceptible to a sales 
presentation. Even Grandma with her crutch wants her 
shoes to be individually attractive. Everyone is sus- 
ceptible to beauty and its enhancing romance. There- 
fore it is well to “build up” a picture of the shoe you 
want on that foot by a little previous description before 
showing it. 


BBY the time you have decided the type of shoe re- 
quired you should have a good idea of the pattern that 
will please this customer on sight. Anticipation often 
is greater than realization, so beautify this mind’s eye 
picture with a description that will create immediate 

desire. 
Exam les: “We have a beautiful draped kid pattern 
[TURN TO PAGE 28, PLEASE] 
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SHOE CLOTHS WOVEN “= 
lonleow ELASTIC 


S£¢ U.S. PAT OFF 


PALATINE CORP., 357 FOURTH AVENUE, NEW YORK CITY 
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Light as a Bubble 


The Selby Shoe Store, Fifth Avenue 
and 38th Street, New York City has 
turned over one of their side windows 
to a beautiful display of shoes for 
the evening. 

The floor of the window is com- 
pletely covered with bright colored, 
air-filled balloons. Balloons, balloons 
and still more balloons are hung from 
the walls, from the ceiling and sus- 
pended in mid-air. The “Light as a 
Feather” beautiful evening slippers 
are nestled in the balloons, mounted 
on pedestals, fastened to bright gold 
and black poles and hung by threads 
in mid-air. This display may be in a 
side window, but it can’t be missed by 
a window shopper walking down Fifth 


Avenue. 
* * * 


Christmas Gift Card 
At this time of the year, it is well 


to remind retailers not to forget the 


Christmas Gift Card. It’s a useful 
item for practical minded gift givers 
who don’t remember the shoe size of 
their wives, husbands or friends. It’s 
an aid to the store in that purchasers 
don’t have to guess sizes but can pur- 
chase a gift card instead 606 that the 
recipient of the card can drop in after 
Christmas and buy a pair of slippers 
or shoes in the exact size and style 
that they like. Almost all of us can 
do a better job of, picking out our own 
gifts than we can of picking out gifts 
for others. 


* * 


“Shoe Successories” 


Success with the sale of accessories 
depends in large measure on the 
amount of concentrated promotion de- 
voted to these items. 

Here is an item from-the children’s 
shoe department of Abraham & 
Straus, Brooklyn, New York, depart- 
ment store, that shows considerable 





by JOHN F. W. ANDERSON 


thought in regard to the promotion, 
but has the advantage that once the 
plan is set up the accessories prac- 
tically sell themselves in the mind of 
the customer. 

In short, the idea consists of a four 
wheel accessory cart that can be 
placed in the front of the department 
near the escalator or moved over be- 
fore an interested customer. The cart 
is about five feet long by three and a 
half feet high and contains four 
shelves on each side. It is painted to 
match the walls of the store with the 
addition of bright red trim to catch 
the prospective customer’s eye. The 
shelves display sneakers, slippers, 
laces and polish and the whole dis- 
play unit is a strong silent salesman. 
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“We're Expanding” 

Recently, we dropped into a de- 
partment store in Brooklyn and head- 
ed for the second floor women’s shoe 
department. 

When we arrived there, we found 
that only one side of the department 
was in action—the other side being 
taken up by workmen, partitions, 
tools, ladders and, in general, work in 
various stages of alteration. 

For the benefit of the public, a 
large sign was set up at one side of 
the department, reading: 

THIS CLATTER & COMMOTION IS 
IN GOOD CAUSE. WE ARE TRY- 
ING TO PROVIDE YOU WITH 
MORE SEATING CAPACITY, 
LARGER STOCKS AND MORE 
COMFORTABLE SURROUNDINGS. 
We are sorry to cause you 
this inconvenience. We are 
doing our best to help you. 


* 7 * 


“Soft shoes for a soft life” 
(Neiman-Marcus, Dallas) 


~ * + 
Campus Talk 


Manager Fred E. Miller of the 
Innes Shoe Store in Pasadena, Cali- 
fornia, reports that he has made 
profitable use of student representa- 
tives at the Pasadena Junior College. 
The school has 7000 girls in the 15 to 
18 year age brackets, and Mr. Miller 
says that they just weren’t doing the 
business they should among this po- 
tential customer group. 

However, since appointing two of 
the most popular girls in the College 
as campus representatives the store 
has enjoyed a forty per cent increase 
in sales of school and sports shoes. 

Both of the girls work on a com- 
mission basis—a fact-.known by all the 
students. When a representative gives 
cards to prospective customers? the 
students are usually, very careful to 
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BEST IDEA OF THE WEEK 
POSTCARDS DO SELL SHOES 


(Northrop’s, Gulfport, Mississippi) 


O. P. Ideator—“We have frequently talked over 
with shoe merchants the use of the penny postcard as 
an advertising medium. Some report excellent results, 
others say the returns haven't justified the cost of the 
postage. We have tried in past O. P. I.’s to pick out 
the reasons why some postcard campaigns were suc- 
cessful and others failures and pass them on to our 
readers. What kind of iuck has your store had with 
this business getter?” 


Buyer Edward Maulden—“We use the penny post- 
card only once a year as a direct mail sales promotor 
as a rapid fire means of moving out long overdue 
‘shelf warmers’ during a two weeks promotional period. 
We have found that many businesses overdo the use 
of the postcard—they use so many during a year that 
none are read. We concentrate on a two weeks’ period 
—an attractive card offering good values and we get 
results.” 


O. P. Ideator—“What time of the year do you use 
the postcard promotion?” 


Buyer Maulden—*“From the middle of November to 
the middle of December our shoe department concen- 
trates on the cleaning up of all slow moving stock 
that has accumulated during the year—usually about 
200 pairs. Two price line and two markdown rates are 


advertised to the customer and with such effectiveness 
that many women wait from year to year for this 
annual promotion. 

“Our regular $9.85 line is priced at $4.98 during 
these two weeks and our $10.50 and $9.75 lines at 
$6.87. Both represent worthwhile savings and are ad- 
vertised first by penny postcards then by a quarter- 
page newspaper advertisement.” 


O. P. Ideator 


Buyer Maulden—“The ad appears on the evening 
of November 15th. Approximately 6700 postcards are 
mailed out the day previous to all charge account list- 
ings of the store so that the prospective customer re- 
ceives the card first, then sees the newspaper ad that 
evening. 

“A special display of mark down merchandise also 
goes in the window on November 14th, inviting cus- 
tomers to take advantage of the two weeks of bar- 
gains.” 

O. P. Ideator—‘“Is the promotion successful?” 


-“Does one follow the other?” 


Buyer Maulden—“Well, all I can say is that I sign 
each postcard myself to give a personal touch and the 
promotion is good enough to clean out $700 worth of 
slow-moving stock at an expenditure of $75 for the 
single mailing. And that’s not bad.” 











mention the fact to the store’s sales- 
men when they drop in for a pair of 
shoes. 

Daily and college newspaper adver- 
tising in which the store’s campus 
representatives are shown wearing the 
latest styles are not only productive 
of excellent sales results but are an 
aid to the representatives in becoming 
known to prospective buyers. Also, 
through his representatives, Mr. Miller 
is able to get plenty of good sound 
tips as to what the girls are thinking 
of wearing so that he is able to have 
the right shoes on the shelves in time 
to meet the demand. As for example, 
this Fall, for no good reason at all 
other than feminine fancy, the fashion 
leaders at the college decided to wear 
green Bucko oxfords—so green Bucko 
oxfords were on the shelves in time 
to catch the fad at its start. 

* * x 


The Genuine Article 


More and more men’s shoe stores 
are emphasizing the promotion of 
men’s hose in their window and in- 
terior displays and in their salesmen’s 
sales talks. 

The Florsheim Shoe Shop on 42nd 
Street, near Times Square, New York 
City, has a very effective promotion 
in their window this week of men’s 
hose imported from England. The 


hose is displayed in the window in at- 
tractive fashion and a number of un- 
opened packages stacked in the hack- 





Good Salesmen Help 
Themselves and Their 
Store By: 


1—Giving service — greeting 
each customer with a smile, be- 
ing courteous, attentive; per- 
forming little acts of kindness— 
if there is no delivery service, 
offering to deliver the package 
himself. 

2.—Guiding each customer as 
to the right fitting and style. 

3.—Keeping the store spick and 
span. 

4.—Remembering the custom- 
er’s name and size. Phoning or 
writing customers about new 
styles and sales. 

5.—Refraining from the use of 
“high pressure” selling tactics. 

6—Knowing the stock thor- 
oughly. 

7. By giving good fittings. 

8. By dressing neatly and in 
good style. 

9.—By never condemning the 
other store’s merchandise. 

10.—By salesman and employer 
working in perfect teamwork. By 
giving the salesman an opportun- 
ity to earn extra money besides 
regular salary or commission. 











ground still bear the shipping tags— 
convincing proof that the new hose is 


just off the boat. 


* * * 
Patriotic Window 


We recently saw a window on 42nd 
Street, New York City, that,’really 
stands out. It was the Ansonia Shoe 
Store and the motif of the eye-catch- 
ing window was the colors of the 
American flag and the display in large 
measure is built around bright red, 
white and blue draperies. 

The background walls of the win- 
dows are covered with red, white and 
blue drapes in three horizontal 
bands; the platform fixtures with 
white cloth, the floor of the windows 
with red cloth and red and blue stars 
are scattered around the display. Red, 
white and blue curtain drapes are tied 
back at the edge of each window as 
if to reveal a stage. Even the window 
signs are printed with red and blue 
letters on a white background. We 
are sorry we can’t report that the 
shoes are also red, white and blue, 
but we can say that the whole display 
is one of the most attractive in the 
city. 

* * * 
“When Fashion & Value Meet!” 
(Frank & Seder, Philadelphia) 
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1. Light edge evening shoes 
2. Regular tailored dress shoes 
3. Rugged Spectator Sport types 


4. Beadwelts 


Time and Style wait for no man. The 


5. Platform soles 


LITTLEWAY and UCO LOCKSTITCH 6. Wedgies 


7. Wedgies, with fairstitch effects 
processes are ADAPTABLE to the 
8. Moulded rubber soles 


hourly changes in footwear fashions. 9. Fairstitch rubber sole types 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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PRESENTATION 


[CONTINUED FROM PAGE 22] 


a 


that shortens the vamp lines and slenderizes foot con- 
tours. It is designed to fit arch afheel so snugly that 
it clings to the foot in action and will enhance the beauty 
of your foot.” Or: “This university classic has ari allure 
of youth and beauty that adds glamour to dancing 
feet.” Build up your own description to fit your own 
personality. No two men say the same thing in the 
same way. What one man may say with impunity 
would get another man’s face slapped. It’s the way 
you say it and after all it’s your own personality you 
have to sell along with the shoe. 

Having created desire for a particular shoe until her 
eyes shine and she wants desperately to behold it, bring 
it out with its mate in a manner worthy the royal equip- 
page you have described. Glorify it with a little atten- 
tion. Rest the pair across thumb and forefinger or on 
the palm of the left hand so that every beautiful sym- 
metrical line stands out in all its greatest appeal. This 
leaves your right hand free to manipulate your shoe 
horn while you quickly slip on both shoes before she 
has a chance to grab one and bend it out of shape in 
her eagerness to posses it. While performing this feat, 
call her attention to heel, arch, and ball fit but above 
all the beauty of this creation of the experts of shoe 
artistry. Let her know that this piece de resistance was 
chosen from hundreds of master designs, created for 
her by the world’s greatest shoe designers. She may 
not believe a word of it—but she'll love it. 

Women always have and always will wear beautiful 
shoes, and since beauty today is the keynote it behooves 
us to capitalize on it. Say what you will about slap- 
happy hats, the fact remains that some of them are 
cute when they are on the head. But try to pick one out 
of a pile and they lose their attractiveness just as 
shoes do in a pile around a fitting stool. Don’t for 
Heaven’s sake, throw new shoes on the floor. This 
puts them in the same class with her old shoes at home 
and they lose most of their appeal. 

We spare no expense to make our show windows 
attractive and reflect every line of beauty in each shoe, 
yet inside many stores we see these same shoes piled in 
conglomerate heaps in corners, on the floor and strewn 
about like so much rubbish. Still we expect them to 
retain their beauty and allure in the customer’s eyes. 
A small place of velvet costs but a farthing and using 
it to slip under a shoe on a fitting stool, a chair or a 
table greatly enhances its beauty. 

Now the plaint arises that on a busy day we have 
no time to devote to these niceties. Yea, but in our haste 
we walk away from business that may never return. 


Let the stock boy borrow a cart from the lunch room 
next door if necessary but keep this merchandise that 
cost real money looking as attractive as it did the day 
you unpacked it. The very shoe about which you have 
been telling such a beautiful story may catch the 
customer’s eye from the heap. 

Often a customer will reject the first shoe shown for 
the mere desire to shop or to see what else you have. 
Yet if this shoe has been properly presented, no other 
is likly to please and a little tact and perseverance may 
close the sale without much further effort. 

No woman wants to be a “type.” Always refer 
to her foot as HER foot, not as a type. To her, her 
foot is very individual and not a type. And so with 
shoes, she wants an individual shoe for her individual 
foot, she doesn’t want a “type” shoe. Humor her— 
compliment her on her instep whether it he high, low or 
indifferent. If a shoe strap is too long it’s because she 
has a lovely, slender ankle—the “average” foot requires 
the longer strap. Don’t go over.the gunwales but a little 
blarney will repay you with additional sales. 

When you slip on a shoe requested by the customer 
and it is purchased, you are a shoe-clerk. But when 
you create desire, help make a decision and close the 
sale, you are a shoe salesman. Real selling really begins 
when the prospect says “NO.” 


Fire Damages Rochester 
Shoe Stores 


Rocuester, N. Y.—Four shoe stores sustained heavy 
losses in the most disastrous downtown fire which has 
swept this city in years. It broke out at 6 a. m., Nov. 20, 
and it was estimated the total loss was upwards of 
$250,000 at noon as it continued burning. 

The G. R. Kinney, Inc., shoe store, of 74 Main Street 
East, with stock worth $25,000, and the Dorothy May 
shoe store, 68 Main East, also with a large shoe stock, 
were destroyed; the Manufacturers’ Outlet, a store 
handling various lines of shoes, at 64 Main East, and 
the Birk Shoe Shop, 82 Main Street East, suffered 
severe losses from smoke and water. 

The two blocks at the west corner of Front and Main 
Streets were a total loss. They were:old buildings in 
which several other retail stores and shops were locatéd. 
Firemen were hampered in efforts to fight the fire be- 
cause the river, which is covered over by a part of Main 
Street, is under a section of the burned area. 
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Sales of Independent Shoe Stores 


October, 1940 
Department of Commerce, Bureau of the Census Current Statistical Service 





Number 
f 


° 
Firms 
cae 
States by Regions ng 


Per Cent Change 


Detier Galepqnnnssscsssse we, 


Oct.,"40 Oct.,’40 
v8. ve. 
Oct.,'39 Sept.,'40 1940 


October, October, September, 
1939 1940 





+3 — 83 


$2,632,915 $2,563,528 $2,721,532 





+ 7 


Vermont and 
Massachusetts 


Connecticut 


264,028 247,860 267,171 


120,691 





Middle Atlantic 
New York 
New Jersey 
Pennsylvania 


386.368 


373,420 356,478 386,368 





686,256 
223,020 

96,109 
144,360 
120,691 
102,076 


636,837 
203,943 
92,174 
138,027 
109,624 
94,069 


635,241 





183,915 184,760 





114,047 


66,707 








133,743 





165,991 





rego 

California 
Chicago, Illinois 
Los Angeles, Calif. ... 
Portland, Oregon 
St. Louis, Missouri .... 
San Francisco, Calif... . 
Seattle, Washington .. * 


: mo. wren 


628,153 
81,176 
58,440 

488,537 


620,152 
78,632 
51,656 

489,864 


52,860 
479,503 
62,467 
36,469 
27,727 
159,664 


24,153 
158.928 





* Insufficient data. ** Less than 0.5 per cent. 





Celebrating Anniversary 


NIAGARA FAs, N. Y.—McFarlane’s 
Shoe Store, 1815-1817 Pine Avenue, is 
celebrating its 43rd anniversary in 
business in the same location. 

It was started in 1897 by Allen Mc- 
Farlane and is now conducted by Rob- 
ert, his son, who has been with the firm 
since 1912. 

They specialize in corrective footwear 
and have been serving the same fami- 
lies since the inception of the business. 


Lerner Store Moved 


Los ANGELES, CALIF.—Lerner’s Shoe 
Store, S. P. Lerner, proprietor, has 
moved from 435 North Beverly Drive, 
Beverly Hills, to Westwood Boulevard 
in the Westwood Village section of Los 
Angeles. A smart shop has been fash- 
ioned, one which was designed to appeal 
to the better quality family trade. Con- 
siderable stress is being placed on the 
year-around sale of play and casual 
types for the entire family. 











Back of the increasing demand 
for Health Spot Shoes are the 
loyal, satisfied customers who 
continue to buy Health Spot 
Shoes and tell others about the 
wonderful comfort and service 
they give. 


This accounts for the steadily 
increasing volume and greater 
profits enjoyed by Health Spot 
dealers. 


The cut-open shoe shows how 
the three important patented 
features in Health Spot Shoes 
combine to balance and support 
feet properly for foot balance 
and foot comfort. 


1. The heel 
seat is shaped 
to follow the 
curves of the 
normal heel. 
The patented 
wedge fits 
snugly around 
the inside cor- 
ner 

heel 

heels 

ankles in Bal- 
ance (U. S. 
Pat. No. 1,- 
916,198). 


2. The extra long, extra strong 
corrugated steel shank gives 
solid support to the outer 
weight-bearing side of the foot 
(U. S. Pat. No. 2,150,779). 


3. The thick, mellow innersole 
is shaped to provide a natural 
platform on which to rest the 
foot and give permanent sup- 
port to the metatarsal (or ball) 
area of the foot (U. S. Pat. No. 
1,850,977). 


There are many towns available 
where the right dealer has a 
splendid opportunity to build a 
profitable business with Health 
Spot Shoes. Write today for full 
information. 


MUSEBECK SHOE COMPANY 
DANVILLE ILLINOIS 
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Give reasons 


for our position of leadership 


in the Last Industry 


d representatives in every style center in the 


country... 


2) eight modern factories equipped to serve 
shoe manufacturers promptly ... 


3) the use of highest quality materials only, com- 
bined with the finest workmanship available 
anywhere in the industry ... 


» models embracing every authentic style 
development... 


» our lasts scientifically graded to produce the 
best fitting shoes in all sizes and widths 


ever made for human feet. 


* 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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National News 





Stars to Feature Shoe Fair Program 





More Than 600 Reservations Already Made for Big Event to Be 
Held Tuesday Night, January 7, in Stevens Ballroom. 


Cuicaco, ILt.—The annual banquet 
of the National Shoe Fair will be held 
on Tuesday, January 7, in the grand 
ballroom of the Stevens Hotel, where 
the Fair will be held January 6-9, in- 
clusive. 

The banquet has in past years proven 
to be the grand get-together occasion 
of the Fair, where merchants and 
manufacturers gather on this festive 
night to meet and mingle with impor- 
tant shoe men from every section of 
the United States. 

No entertainment in the entire city 
of Chicago compares with the show 
staged in conjunction with the banquet. 
All leading entertainers, theatrical 
stars and night club headliners are in- 
cluded in the list of top talent appear- 


ing on the stage erected in the grand 
ballroom. 

Announcement of the banquet has 
just been made and there are over 600 
places already reserved. Last year’s 
banquet, which set a precedent for at- 
tendance, disappointed many who were 
unable to secure reservaticns when the 
capacity of the ballroom was exhausted. 

Individual tickets are $7.00 each, in- 
cluding the dinner and entertainment. 
Tables of eight or ten are being re- 
served by many manufacturers who en- 
tertain not only their company officials, 
but invite a number of their important 
accounts. 

Reservations for the banquet should 
be sent to headquarters of the National 
Shoe Fair, Stevens Hotel, Chicago, III. 





Survey of Footwear 
Expenditures 


New YorK—A _ recent survey of 
amounts spent for footwear during 
1939 by 16,508 men and 18,018 women, 
in both white and negro families, shows 
an average yearly expenditure by men 
of $8.87 a year, and by women, $9.04. 

Fifty-eight per cent of this amount 
is taken up by men and 61 per cent by 
women, for street shoes. Dress shoes 
for women adds another 18 per cent; 
sport shoes 7 per cent more. Besides 
street shoes, 1 per cent of the expendi- 
ture of men is for canvas shoes, 15 per 
cent for work shoes and 2 per cent for 
other types of footwear. 

The aggregate of these amounts is 
an average shoe expenditure by men of 
$7.76 and $7.85 by women. The balance 
represents repairs, geiters and shoe 
shines. 

Considering these expenditures by 
incomes, men with incomes from $1,100 


to $1,200 a year spend 1.63 per cent 
of their income for shoes. With cor- 
responding incomes women’s disburse- 
ments for footwear are 1.67 per cent. 

In the lower income brackets, women 
with incomes of $500 to $600 a year 
spend 1.91 per cent of their income 
on footwear, compared to 1.58 per cent 
by men. The proportion for street shoe 
expenditure by men with incomes from 
$500 to $600 is 66 per cent, while the 
corresponding proportion in women’s 
shoe expenditure is 60 per cent. 


30th Annual N.S.T.A. 
Meeting January 4-5 

Boston, Mass.— The 30th annual 
meeting and convention of the National 
Shoe Travelers’ Association, Inc., will 
be held Jan. 4-5, 1941, at the Morrison 
Hotel, Chicago, says a statement issued 
from association headquarters in Bos- 


ton. 
“Considerable interest is being shown 


by the various associations affiliated 
with the national organization, and an 
interesting program has been planned 
in keeping with the 30th anniversary. 
Candidates are already being proposed 
for the various national offices. 


HENRY THORSON 


President, National Shoe Travelers 
Association 


“The reports of the committees will 
be interesting, particularly that of the 
membership committee. Jeff Larson of 
Minneapolis, chairman of that commit- 
tee, put on an intensive drive during 
the year, and reports a flattering result. 

“Henry Thorson, of the Northwest- 
ern Association, president of the Na- 
tional Shoe Travelers’ Association, is 
desirous of making the convention an 
outstanding one in attendance and en- 
thusiasm. 

“Genuine but friendly rivalry has ex- 
isted all year as to which association 
would capture the silver cup given an- 

[TURN TO PAGE 35, PLEASE] 














Side by side with Bass Ski Boots, dra- 
matic Weejun advertisements will ap- 
pear in Esquire. Why? Because Weejuns 
are what skiers want after a day on the 
trail. Not shoes, slippers, or moccasins 
—but ao hand: combination of all 
three. In demand all year round, at 
home, at the club, in the locker room, 
wherever feet need easy-going flattery. 
Write for free catalogue and price list 
today. G. H. Bass & Co., Dept. 85-7 
Main Street, Wilton, Maine. 





WEEJUNG c'v'stis ec 








125 Firms Sign Up 
For Charlotte Show 


CHARLOTTE, N. C.—Shoe buyers from 
all over the South have evidenced their 
intention to attend the Charlotte Shoe 
Show, Jan. 12-13-14, according to Al 
Bechtold, secretary and general man- 
ager. Expressions heard from many 
sides are that store managers realize 
they can save money and select their 
needs better by sending their buyers 
here for the showings of seasonable 
merchandise. 

The January show will be the sixth 
semi-annual event, and it will be held 
at the Charlotte and the Selwyn hotels. 
Besides shoe lines there will be a varied 
list of accessories, hats, ready-to-wear 
and fixtures. It is again being spon- 
sored by the Charlotte Chamber of 
Commerce and the Southern Shoe Trav- 
elers’ Association. 

The show is expected to attract about 
125 manufacturers’ and jobbers’ lines 
from all parts of the country. Nearly 
that many participated in the Spring 
show held in July. Much interest was 
manifested in the July show and all 
buyers said they would return. 

Mr. Bechtold said that he was re- 
ceiving daily inquiries about the show 
from buyers and manufacturers. A 
number of new lines that have not been 
shown here before will be seen at the 
January showing. 


Buffalo Retailers Nominate 


"41 Officers 


BurraLo, N. ¥Y.—The Annual Elec- 
tion of officers and directors of the 
Greater Buffalo Shee Retailers’ Asso- 
ciation and Affiliated Shoe Trades will 
be held Wednesday, Dec. 18, at the 
office of the secretary, 65 Grant Street. 
Polls will be open from noon until 10 
p. m. 

The following have been nominated: 
President, Benjamin Etkin; vice-presi- 
dent, Fred Manning; ‘secretary, Oliver 
LaReau; treasurer, George L. Seifert; 
business manager and financial secre- 
tary, Harry J. Deters; attorney, Carl 
Hoffman. Ten directors to be elected 
from the following nominees: Clarence 
Lanich, Michael Santercole, Robert L. 
Holmes, Carl P. Sickler, Herman 
Meyer, William Goldbach, Henry Baier, 
Edwin Lauck, John I. Jacobs, J. S. 
Meyer, Paul Davis, John Maier, A. C. 
Duncan, George Cooke, Carl Lindstrom, 
Matt LePrell, Fred Landau, Nat. Sha- 
piro, Felix Kurek and Morris Katzman. 





Travelers to Hold Third 


Annual Show in January 


OKLAHOMA City, OKLA.—The Mid- 
Continent Shoe Travelers’ Association 
will hold their third annual Spring 
Shoe Show at the Skirvin hotel, here, 
Jan. 19, 20, 21, 1941. 

E. J. Eichhorn, secretary-treasurer of 
the group, is in charge of the show 
with headquarters at the Huckins hotel, 
Oklahoma City. 
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Boot and Shoe Club 


Meets in Boston 


Boston, Mass.—The Boston Boot and 
Shoe Club held its first dinner meeting 
of the 1940-41 season on Nov. 20 in 
the Copley Plaza Hotel. Approximately 
100 members and guests heard the 
city’s mayor, Maurice J. Tobin, predict 
increasing prosperity for the city and 
state in the near future in the course 
of an addresss on “Boston—A Big Bus- 
iness.” Presiding at the head table was 
Frank B. Masterson, president of the 
club for the third consecutive time. The 
dinner marked the beginning of the 
club’s fifty-second season. 





Takes Over Denver 
West Territory 


SEATTLE, WASH.—Dolph G. Hoyt is 
now representing Keith, Keith & Mc- 
Cain, Rockland, Mass., in the Denver 
West territory. He succeeds George E. 
Keith, due to the latter taking the 
Middle West section for this factory. 
Mr. Hoyt will make the Hotel Gowman, 
this city, his permanent headquarters. 


Back On Road 
Following Illness 


Los ANGELES, CALIF.—After several 
months’ illness, A. B. Clark, veteran 
shoe traveler, again resumes the road 
and has opened his headquarters in 
the Lankershim Hotel, this city. 





From Log to 


Finished Last 





From the tall woods of Antigo, Wisconsin, came these giant logs of maple to the 


Vulcan Last room at t 
New York. This interesting dis 
graphically the release of the fini 


Hotel New Yorker during the recent Spring Openings in 
of the Vulcan Last Corporation 
last from the original wood. Set on a grass 


mat, too, were pullovers and finished shoes, and recent copies of Boot and Shoe 
Recorder showing Vulcan atten gx * a recent Recorder fashion presentation 
eaturing lasts. 





sRcare 
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CCC Service Shoe 
Contracts Awarded 


Boston, Mass.—As a result of the 
bidding on Nov. 9, the following con- 
tracts to make service shoes, Types “B” 
and “E,” for the Civilian Conservation 
Corps, are announced by the Boston 
Quartermaster Depot: 

Type “B’—J. F. McElwain Co., 
38,928 pairs at $2.99; International 
Shoe Co., 47,052 pairs at $3.14; Brown 
Shoe Co., 68,940 pairs at $3.25; and H. 
H. Brown Shoe Co., 41,316 pairs at 


Type “E”—Endicott Johnson Cor- 
poration, 39,696 pairs at $2.645; Inter- 
national Shoe Co., 42,948 pairs at $2.94; 
Allen -Squire Co., 50,784 pairs at $3.01; 
Hubbard Shoe Co., 40,000 pairs at 
$3.14; and Cannon Shoe Co., 22,808 
pairs at $3.15. 

Last March, when approximately 
50,000 pairs of Type “B” shoes were 
bought, the price was $2.62. Late last 
August, contracts were awarded to 
make Type “E” shoes at a price range 
of $2.35 to $2.37. 


Iowa Travelers to 
Install New Officers 


Des Moines, lowa—The Iowa Shoe 
Travelers’ Association will hold a spe- 
cial meeting at the Hotel Chamberlain, 
here, on Saturday, Nov. 30, at 1:00 
P. M., at which the installation of new 
officers for 1941 will take place. 

The Hotel Chamberlain in Des Moines 
will be the permanent headquarters for 
the Iowa Shoe Travelers’ Association. 
The headquarters will be in Room 905, 
and all shoe travelers and shoe re- 
tailers are welcome at all times to 
make this room their headquarters. 
Shoe periodicals will be available and 
association bulletins will be posted. 


Cattell Takes On New Line 


Detroit, Micu.—Al Cattell, in addi- 
tion to his other lines, is now carrying 
a new line of women’s shoes, made by 
the P. Haggerty Shoe Co., of Washing- 
ton Court House, Md. Otto Kahn, who 
formerly represented the Haggerty Co., 
has retired from active business and 
plans to devote his time to his private 
interests. 


Expands Innersole Field 


BrockTon, Mass.—The Wind Inner- 
sole and Counter Company of this city, 
which has hitherto specialized with 
marked success in the field of men’s 
and boys’ shoes, announces that its 
well-known line of Wind-Flex inner- 
soles is to be expanded to include the 
women’s, misses’ and children’s field. 
Innersoles sold under this trade name 
are made of full grain leather and have, 
in addition, a high degree of flexibility 
achieved by a secret process of curry- 
ing, which is exclusive with them. 


a F a . "a 4y j 
Ki Mpperilat rf 


FOOT REST 


S HOE 





NOT cHICKEN SHOES 


beet 


Style Footwear 


with 


COMFORT 
FEATURES 


Women need no long- 
er choose between 
style and comfort... 


for Foot Rests give 


both. With style, comfort, quality, and pop- 
ular price, all together, you get repeats and 
profit. Send for folder showing new stock 


shoes for late fall and early spring. 


All with the new 


VERIFLEXIBLE PROCESS 


The most flexible soles we’ve ever built. Same 
weight leather insole and outsole. The proc- 
ess makes the difference! A worthy addi- 
tion to famous Four-Spot Comfort features. 


Nationally Advertised to Retail at $6°° to $6 Slightly Higher Denver West 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, O. 


NEW YORK SHOWROOM: MARBRIDGE BUILDING 


Numbered among the company’s cus- 
tomers are many manufacturers of 
high-grade shoes, who have continued 
to use this product over a period of 
many years. 


30th Annual N.S.T.A. 
Meeting January 4-5 
[CONTINUED FROM PAGE 33] 


nually to the association showing the 
largest gain in membership. It is 
hinted that the race will be a close one. 

“Other committee men who are to 
report on their work for the year are: 
J. E. Wm. Prescott, vi-e-president; 
Transportation, Philip Landish, Pitts- 


burgh, Pa.; Style, M. E. Tobias, New 
York City; Trades Cooperative, Hector 
E. Lynch, Boston, Mass.; Transfer and 
Baggage, Louis Zuroff, Philadelphia, 
Pa.; Hotels, E. C. Smeltzer, Indian- 
apolis, Ind.; Legislation, Urban K. 
Allen, Chicago, Ill.; Education, Nat 
Cohen, Houston, Texas; Budget, John 
Thomas, Boston, Mass.; Insurance, 
Thomas A. Delany, Boston, Mass. 

“The meeting of the board of gov- 
ernors will take place at 4.00 P. M. on 
Jan. 4, and the general convention will 
convene on Sunday, Jan. 5, at 10 A. M. 
The time for these sessions was chosen 
in order that they would not conflict 
with showing samples at the National 
Shoe Fair.” 
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Pp ROFITS START EARLY IN "Al 
... at the M.A.S.R.A. Show, Philadelphia, Jan. 19-20-21, 1941 


Shoe Retailers in the Middle Atlantic States will distribute approximately 30 million pairs of shoes in 
the Spring of 1941. 

Many of these same Retailers will attend the M.A.S.R.A. Convention at the Benjamin Franklin Hotel, 
January 19, 20, 21, and will place their orders then for Spring Shoes. 

Don’t fail to exhibit at this show. 

The only regional Shoe Show in the East. 

Write today for display space and general information. 
MIDDLE ATLANTIC SHOE RETAILERS ASSOCIATION @ 


PENNSYLVANIA, NEW JERSEY, DELAWARE, MARYLAND, VIRGINIA, DISTRICT OF COLUMBIA 
30TH FLOOR—12 S. 12TH STREET, PHILADELPHIA, PA. PHONE LOMbard 5600 



























Semi-Annual F actory Meeting 50 Years in Retail 


Shoe Business 


BINGHAMTON, N. Y. (STN)—-Morse 
& Herrick, Inc., has rounded out fifty 
years in the retail shoe business in this 
city and celebrated the occasion with 
an anniversary sale which it terms “not 
a clearance sale, but a profit-sharing 
event.” Special window and interior 
displays combined with newspaper ad- 
vertising were used to promote the 
event. 

The store was started in 1890 at 46 
Court Street under the name of Sax- 
ton & Herrick. After twelve years S. 
N. Saxton sold his interest to Charles 
B. Morse. In 1909 the business was 
incorporated with William L. Herrick, 
president; Edwin B. Monroe, vice-presi- 
dent, and Charles B. Morse, secretary- 
treasurer. 

Rochester, N. Y.—Sales representatives met with members of the firm of E. P. A year later the Charles A. Bayer 
Reed & Co., here, recently for their twice-a-year sales conference. In celebrating jease and shoe stock next door were 
a banner season, two salesmen, E. H. Muse, Southwest representative, and B. B. purchased. Ernest R. Watrous suc- 
Davis, of the Philadelphia office, were presented with wrist watches in apprecia- ceeded Mr. Monroe as vice-president 
tion of their 25 years on the road for the firm. Mr. Davis was also acclaimed for in 1915, and in 1930 Mr. Morse sold 


having led the staff in greatest gains for the season. his interest and the store was moved to 
its present location at 116 State Street. 


Seated, left to right: W. H. Holmes, J. P. Bell, F. A. Farley, G. E. Manley, Lester In 1982 Mr. Herrick retired, his in- 
H. Reed, president, W. D. F. Gibson, G. E. Van Meter and H. A. Burch. Middle terest being purchased by the present 
row: B. B. Davis, J. A. Alexander, L. A. Schneider, Robert M. Reed, E. Streeter, owners, Ernest R. Watrous, president; 
E. H. Muse, W. H. Sampson and F. A. Chesebro. Back row: C. E. Renner, Walter Mrs. Maud Watrous, vice-president, and 

G. Rickard, Norman Rickard, Donald Rickard and C. C. Tarbutton. Edwin B. Monroe, secretary-treasurer. 

















































Boot and Shoe Recorder tells and sells 


the man-at-the-Fitting-Stool; the man- 






at-the-Fitting-Stool tells and sells the 






customer. 
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Samuel Goodman to Retire 
as Florsheim Chairman 


Completes 44 Years with Company and Will 
Continue as Director and Consultant 


Cuicaco—Afiter forty-four years of association with 
the Florsheim Shoe Company, Samuel Goodman will 
retire from the chairmanship and general activity the 
end of this year, continuing, however, as a director 
and consultant. 

From a meager beginning as a boy of fourteen, he 
grew up with the company and has been active in every 


SAMUEL GOODMAN 


division of the business. In recent years, with the 
continued development of the Florsheim business, he 
has acted in an executive capacity. 

Mr. Goodman’s association with the late Milton S. 
Florsheim was a very close one over a period of forty 
years until Mr. Florsheim’s passing in December, 1936. 

While the shoe industry will miss Samuel Goodman 
because of the many friends he has made through his 
business contact and what he stood for, The Florsheim 
Shoe Company is most fortunate in having an excellent 
organization for carrying on this splendid business 
which has done much for the industry through the 
policy and dignity it has maintained. 

There is no change in personnel or officers indicated 
at this time. Irving Florsheim continues as president, 
Harold Florsheim and C. W. Schaaf as vice-presidents. 





| 
| 
| 
| 





The SOFTIE construction of all types of 
Shoes 

Calls for a pliable leather, such as 
Doeskin. 

In shoes that are as flex-easy as a willow 
(and the new shoes are), 

DOESKIN has a fashion-new appearance. 
In no other leather can more beautiful 
Fashion colors be developed, 

Colors such as the bracing Saddle tones, 
Earthy and Chocolate Browns, 

Muted but never dull pastels, 
Perennial but new-toned Blues, 

At the show, After the show, During the 
Spring and Summer season. . . 
DOESKIN. 


STANDARD DIVISION 


ALLIED KID COMPANY 
209 SOUTH STREET 
Boston, Massachusetts 
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STEEL TOE 
Stet satey SAFETY SHOES 


(Patented) and 
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Ballet Slippers 
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BALLET SLIPPERS 


| 
Right and Left Lasts 
Black | 








Kid 
600— 


Top Grade 
om. Miss Child. 
A® $1.35 $1.30 















“His Name Led All the Rest” 


NASHVILLE, TENN.—W. Reynolds 
Crook has set a record of sales leader- 
ship in the shoe business that stands 
as a fine example to other members of 
his sales force. 

From March 1, 1909, until Sept., 
1927, Mr. Crook was leading salesman 
of the Hoge Montgomery Shoe Com- 
pany, Frankfort, Ky., each season dur- 
ing that period. 
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IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 
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JODHPUR & FIELD 





















First Snow Boosts Retail Sales 


Des Moines, Ilowa—The Armistice 
Day blizzard which reached Iowa and 
Des Moines after two months of con- 
stant Indian Summer sent the spirits 
of Des Moines shoe retailers soaring 
and brought about the earliest call for 
galoshes and rubbers that has been felt 
here for many years. 

With the consequent donning of fur 
coats at least two weeks ahead of sched- 
ule, there has been a noticeable pick-up 
in shoe business with suede shoes in 
the lead for shoes called for. 



















W. REYNOLDS CROOK 


In 1927 he left the shoe business for 
a period of three years, then rejoined 
the same company in 1930. From that 
time until 1937, when the company was 
purchased by General Shoe Corpora- 
tion, Nashville, Mr. Crook also led the 
sales force each season. 

After its purchase by General Shoe, 
the company was operated as the 
Barrett Shoe Company. Mr. Crook con- 
tinued to lead the force each season 
with the exception of one, when L. A. 
Deker took first place by a few dozens. 

For the season which ended Nov. 1, 
Mr. Crook’s name again led all the rest 
of Barrett’s list—and he has started 
in on the new season with the avowed 
intention of repeating again. 





“Campus Square” Sells 
Sport Shoes 


Des Moines, Ilowa—“Campus 
Square,” a little shop marked off with- 
in the regular shoe department at 
Younkers, Des Moines, forms an ideal 
set-up for sportswear promotions, J. 
S. Barlass, buyer, reports. The “Cam- 
pus Square,” which was opened this 
season for college and sports shoes, as 
well as play shoes, is a square arrange- 
ment of chairs, flanked by a large glass 
case for display. By having these spe- 
cial types of shoes centralized in one 
department, Mr. Barlass finds this a 
natural tie-up for the Sports Shop and 
the College Shop in dress promotions. 
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UP GOES THE 
BIRTHRATE— 


Up go the sales of baby and 
children’s shoes. Up go your 
juvenile shoe sales if you 
stock famous Mrs. Day’s 
Ideals—from tiny fabric cov- 
erings to sturdy flexible sole 
walking shoes. Hundreds of 
styles shown in latest cata- 
log, sent on request. 


MRS. DAY'S 


IDEAL BABY SHOE CO., 
DANVERS, MASS. 
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Adds New Casual Line 


Boston, Mass.—The J. J. Grover 
Shoe Company of South Braintree, 
Mass., announces the addition to its 
in-stock line of several new types of 
casual shoes to supplement their line 
of comfort footwear, known as “soft 
shoes for tender feet,” for which this 
company has been famous since the 
days of the Civil War. 

These new shoes, known as “Sport- 
Ons,” like the older and better known 
comfort shoes, are made by the hand- 
turned process. They are designed to 
meet the demand for such a type to be 
worn with the informal costumes now 
in vogue; and are priced to retail 
profitably at about $6. 

Fred C. Mowry, president of the com- 
pany, acts as salesmanager; in charge 
of production, styling and New England 
sales is David D. Walker. Salesmen, 
who are now in their territories with 
this new line, are Lawrence Gilbert, 
West Coast; “Clint” Clark, South and 
Southwest; Edward Andrews, Atlantic 
Coast and Southeast; David Rube, New 
York City. 


Myer Sells Interest in 
H. L. Buck Store 


Dayton, On10—P. J. (Pete) Myer, 
dean of Dayton shoe dealers, announced 
during the November dinner meeting 
of the Dayton Shoe Retailers’ Club, that 
he has sold his half-interest in the 
Harry L. Buck Shoe Company, 28 South 
Ludlow Street. 

Pete continues to own and operate 
the P. J. Myer shoe store at 19 East 
Fourth Street. 
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Edwards Salesmen Meet 


PHILADELPHIA, Pa. — Salesmen and 
representatives of J. Edwards & Co., 
manufacturers of children’s shoes, met 
for their semi-annual sales meeting at 
the factory in Philadelphia last week, 
during the course of which they were 
presented with the complete new Spring 
and Summer line and plans were laid 
for an extensive program for the com- 
ing season. At the end of the meeting 
the representatives left for their re- 
spective territories. 

Beside the members of the firm and 
staff at J. Edwards & Co. the meeting 
was attended by Eugene Sternberger, 
West Coast representative from Los 
Angeles; Jim Player from Texas, Tiny 
McDaniel from Chicago, Elliott Wil- 
liams, Nashville, Tenn.; Sam Vaisey, 
New York and New England; Joe Ban- 
nak, Pennsylvania and New Jersey, and 
Joe McCaffrey, Philadelphia. 


Michigan Traveler Showings 
Temporarily Discontinued 


Detroit, MicH.—The Monthly Show- 
ings of the Michigan Shoe Travelers, 
held here at the Hotel Statler, have 
been temporarily discontinued in order 
that all attention may be devoted to 
the coming Michigan Annual Shoe Fair 
in January. The Travelers’ next month- 
ly showing wil! be held the first Mon- 
day in March, 1941. 


Convenience for 
Shoe Travelers 


Bruce Smith with his new “traveling 
showroom.” 


Los ANGELES, CALIF. — Final patent 
papers on a sample trunk have been 
received by Bruce A. Smith, the inven- 
tor. Of his revolutionary idea in selling 
shoes on the road, Mr. Smith says: 
“Twelve years ago when I went on the 
road for Nunn-Bush, I thought all I 
had to do was to open up in a sample 
room and go out and bring in the cus- 
tomers. However, I soon found out it 


BALI, crushed kid, expresses the 
Fashion tempo of the new shoe designs. 
Grained but soft, 


Equally effective in laced and fringed 
Casuals, and sleek, trig, town shoes. 
No wonder then, that everywhere 

BAL! appeared on orders of 
Fashion-mportant stores. 
STANDARD DIVISION 


ALLIED KID COMPANY 
209 SOUTH STREET 


did not work that way, so I packed up 
my 28 small sample cases in the car 
and went out after the buyers. Now 
try to show a merchant 28 dozen sam- 
ples in his store. When one gets them 
out of the case the immediate question 
is where to display the shoes and where 
to put the empty cases. After bringing 
in about six cases, the merchant would 
object to any more being brought in. 

“This problem was licked in all its 
angles through this new case. It is 
now possible to show an entire line of 
308 samples within five minutes’ time 
and in a 12-ft. square space. As a re- 
sult, the merchant sees the line in its 
entirety. 

“In many small towns the case is 
placed in the customer’s window over 
Saturday and Sunday. Recently 112 
pairs of shoes were sold in two days 
through this display. 

“The case is the result of five years’ 
experimentation in quest of a practical 
way of showing shoes to a buyer in the 
least possible time and with the great- 
est possible results.” 


Berger Opens Family 
Store in Chicago 


Cuicaco, ILtu.—Charles Berger, of 
Berger Shoes, Inc., who for a number 
of years has operated a store at 1237 
S. Halsted Street, has opened a new 
family shoe store at 1408 S. Crawford 
Avenue. 
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Merchandising Clinic at Middle Atlantic 










New and Interesting Feature Planned for Program of Conven- 
tion to Be Held at Philadelphia, January 19-21 


PHILADELPHIA — Judging from re- 
ports received which point to a large 
attendance, as well as from the plans 
and program outlined and adopted at 
} Said —~ a meeting of the joint convention and 

. show committee in charge of the an- 
Counters and Welting nual convention and shoe show of the 
Middle Atlantic Shoe Retailers Asso- 
ciation, the forthcoming event, to take 
place at the Benjamin Franklin Hotel 









































The feet will live INSIDE the shoes, in this city on January 19, 20 and 21, 

That's the reason you should choose. will in all likelihood be the best and 

most successful of any held within re- 
cent years. 






The meeting, which took place Sun- 
day, November 24, in one of the meet- 
ing rooms of the hotel, will probably 
| be the final one of the full committee. 

which is composed of officers and mem- 
“~~ | bers of the Middle Atlantic retailers, 
| 

































sl ell el 
° + manufacturers who are exhibitors, 
Christmas Slippers | wholesalers and others. Matters con- 
— AT cerning all interests were taken up and 
disposed of, the details between this 
Fer @ Protteble Christmas Soll time and the opening of the show to be HARVEY FARR 
WIGGLETOE SLIPPERS | carried on by designated groups. President, Middle Atlantic Shoe 
ae, ©. S. Pues Several features of vital interest to Retailers Association 
math: ik "tach Wik the success of the show were planned. 
atte dette wltied A system for the promotion of retailer greatly to increase interest on the part 
sock lining, leather attendance going beyond the formal of retailers throughout all of the terri- 
sole. Sizes 11-3, pair notification of members cannot fail [TURN TO PAGE 47, PLEASE] 


























Women's sizes 4-8, pair 


$1.08, P Road Men Meet at Home Office 


£9550. Brown clk | 
everet}, felt lined, 

cushion leather 
sole. Children's 















sizes 6-12 pair ie. 








£9576. Same style. 
Genuine kid. MeKay 
oak sole, bbe: 









29504. Elk opera, 
folded edges, silk lin- | 
ing, soft leather sole, | 
firm counter, blue, 
brown. Boys’ sizes 1-6, 
pair 95¢. oy sizes 
6-12, pair $1.00. 


29677. Same _ style. 
Genuine kid, McKay 
heel, 























» ° reundy. 
Men's sizes 6-12, pair 
$1.30. 

To insure. timely Tpelivery soremptty ith conf. 

dence. guarantee satisfaction. er additional 

styles, ene for catalog. 
WEITZMAN SHOE CO. 


NEWARK, NEW JERSEY 
N. Y. Showrooms — 1333 Broadway 













Moccasins Auburn, N. Y.—Road men of the Dunn and McCarthy sales staff met recently 
——wr~—~ | at their factory for their Spring sales conference and to receive samples of their 


BOOST YOUR XMAS SALES new line. 


14 Men's Chocolate . . . Front row, left to right: Warren Patterson, Marvin Wheeler, George Moore, Bill 
ee nests || Howe, Howard Connell and Emil Goldman. Mr. Goldman was presented with a 
en eos ten-year service pin. Second row: Art Beeson, Art Brown, Al Schroeder, Stanley 
clalties, ete.) Cutter, Vince Canning and Tom Foster. Third row: Nat Berry, Jack Hersome, 
H. CONJOR SHOE CO., INC. Art Dunn, Magrum Smith and Max Kaden. Back row: Earl MeNeill, Casper 
S40 BROADWAY, N.Y. C. Lane, Waine Girard, Frank Sherwin and Kiser Hearn. 
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Color Xmas Windows 


with Decorative 
Display Cards 
and Price Tickets 





Comvesaton pices, the hits of the show. 
In twenty-one colors, KASHMIR KID 


Was easily the outstanding SOFTIE leather 























LNAWLYYdad ZDIAYAS SINWHOUAW 





Detailed Information on Monthly Service at Your Request. 
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Obituaries 


Bertram Urban 


Boston, Mass.—Word has been re- 
ceived here of the death, in Milwaukee, 
on Nov. 18, of Bertram Urban, vice- 
president of the company and in charge 
of the Kistler Leather Co. office in that 
city, where he had made his home for a 
number of years. He had been in poor 
heaith for several months. 

Mr. Urban first became associated 
with the Kistler Leather Co. when he 
joined the staff of its affiliate, the Penn 
Leather Co., several years ago. Later 
he was brought to Boston to be with 
the parent company, and here he quick- 
ly established a record as a salesman, 
eventually being made a member of the 
board of directors. Soon after his trans- 
fer to Milwaukee he was elected vice- 
president. 

Mr. Urban is survived by his widow, 
one son and one daughter. 


Malcoln E. Hoyt 


MANCHESTER, N. H.— Malcolm E. 
Hoyt, prominent proprietor of a retail 
shoe store at 946 Elm Street, died sud- 
denly at his home at 484 East High 
Street, at the age of 53 years. 

Mr. Hoyt, who had been in the shoe 


business for many years, started in the 
manufacturing end, having been asso- 
ciated with the F. M. Hoyt Shoe Co. He 
entered the retail business at his Elm 
Street establishment in March, 1937. 

He was a native of Bedford and had 
resided in Manchester for more than 
35 years. 

His widow, Saide Darrah Hoyt, sur- 
vives him. 


Grover E. Graner 


CLEVELAND, OH10—Grover E. Graner, 
53, manager of the Shelby Shoe Shop, 
1507 Euclid Avenue, here, died recently 
from a cerebral hemorrhage. 

He had been connected with the re- 
tail shoe business for 30 years and had 
been employed by the Shelby Shoe Co. 
for the past five years. Previously, he 
operated women’s shoe stores on Euclid 
Avenue and on Huron Road, Cleveland. 

Surviving are two sisters. 


August C. Smith 


BuFrFraLo, N. Y.—August C. Smith. 
in the retail shoe business for 60 years, 
died suddenly at his home, 850 Hum- 
boldt Parkway. 

Mr. Smith, born in Buffalo in 1860, 
opened his shoe store at 362 Elk Street 
in 1880. A year ago the government 
bought his property for a housing proj- 
ect. He then leased a store at 420 Elk 


4); STANDARD DIVISION 

» ALLIED KID COMPANY 
209 SOUTH STREET 
Boston, Massachusetts 


Street, now South Park Avenue. For 
the past few years the store has been 
operated by his son, Edward, who will 
continue the business. 

In 1937 the Buffalo Shoe Retailers 
honored Mr. Smith at their annual out- 
ing. 

He leaves 
daughters. 


a widow, a son and two 


William P. Schmitt 


MILWAUKEE, Wis.— William P. 
Schmitt, 61, style man for the Albert 
H. Weinbrenner Co., died, recently, at 
his home here following a short illness. 
A native of St. Martins, Wis., Mr. 
Schmitt had been employed by the shoe 
firm for 28 years. 

He is survived by his widow, two 
sons, two daughters, three brothers and 
five sisters. 





Hamilton Named Smith 
Store Manager 


HARRISBURG, Pa.—John Hamilton, 
formerly of York, has been named man- 
ager of the Smith Brothers shoe store, 
11 North Third Street. Mr. Hamilton, 
who has been associated with the firm 
since 1923, first opened the Chester 
store. He served successively at Wil- 
liamsport and York before coming here. 
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Innersoles 


ie hae ail elie ellie 


Meet the feet and be good friends, 
See that their discomfort ends. 


NEWFLEXK PIGSKIN 





















Sport Shoes 


SPORT 
SHOES 


BY SANDLER OF BOSTON 


"SPORTSTER" AND 
“SPORTMASTER" SKI BOOTS 
From America's Foremost 

‘ Ski Boot House 












UNEO 


«ip TOP 
SPONGE 
RUBBER LINING 


OOUBLE HITCH 
GROOVE 


6 Piece 
STORMwELT SOLE 
PROTECTOR 


Priced from $4-$Z0 


A. SANDLER CO. 


begun TRIPLE SOLED 


PEGCED BOTTOM 








Opens St. Louis 
Offices and Factory 

St. Louis, Mo.—The Arch-O-Graph 
Company recently incorporated with 
$150,000 authorized capital stock, has 
established its factory and offices at 
4617 Olive Street, St. Louis. The floor 
space involved covers some 10,000 
square feet. 

The officers of the newly-formed com- 
pany are : H. J. Burkhart, president; 
Daniel F. Hyland, vice-president and 
treasurer; and A. N. Engle, secretary. 
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Recorder Christmas Store Plans Promotion 


[CONTINUED FROM PAGE 15] 


“Six of the many (Store Name) gift 
slippers for her.” Descriptions will be 
informative—“D’Orsay scuff, fiat heels, 
leather soles. Light blue, dark blue, tea 
rose, black, wine. Sizes 4 to 8%. Pair 
$3.95.” 

There’s another thing about the book- 
let to be watched—whether to use 8 or 
16 pages. Usually, a 16-page book is 
less expensive than a 12-page book, 
because of mechanical problems involv- 
ing both paper and press run. 

While many of our illustrations for 
merchandise will be oblong, single- 
column cuts also used for newspaper 
ads, we shall study the possibilities of 
using good illustrations, from manu- 
facturers. For the cover of the booklet 
we're using the poster-portrait of Santa 
Claus that is also used in displays and 
newspapers. When the cover form is 
being printed, we shall have a number 
of extra sheets run ‘off, so that we can 
cut out the Santa heads to use for show- 
cards by mounting them on white cards, 
some bordered with red and blue strips, 
and others mounted on red and blue 
backings. This because we are combin- 
ing the patriotic theme with the tradi- 
tional Christmas idea—the red, white 
and blue with the red, white and green. 
Since it will not cost too much, we shall 
have extra booklets printed for pack- 
age enclosures; we shall also mention 
the booklet in our newspaper ads. 

There’s another point to think about, 
and that is “cooperative printing.” Did 
you ever notice the duplication of 
colored illustrations in many of the 
high-class flower catalogs? Why not 
carry the idea further and join with 
stores in other communities in the mak- 
ing of the booklet? Not a syndicate 
proposition, but one that three or four 
stores might use. 

But we have talked about only one 
form of direct mail, while some stores 
might prefer some other form—perhaps 
a series of postcards, or a letter, or 
even reprints of a fairly complete news- 
paver ad. By the way, why could we 
not use the set-up pages of the booklet 
in a series of newspaper ads, with addi- 
tional space at the top for a cut of 
Santa and brief introductory copy? 

A Christmas letter can be placed on 
a viain letterhead; it would be better 
on an illustrated letterhead, and better 
still on a letter-size four-page folder. 
It could be one with a gift list on the 
beck, or at the left hand side. 


Dear Friend: 


Another Christmas approaches, 
and we feel more than usual the 
ies of family and friendship. Our 
expressions of good will are likely 
to be thoughtful gifts. We shall 
remember not only our immediate 
friends and family, but others we 
might lightly pass by in other and 
different times. 

To sensible gifts for thoughtful, 


gracious giving, (Store Name) 
adds the economy of time, energy 
and money for you. Convenient dis- 
plays make it easy to choose ap- 
propriate gifts in a cheerful holiday 
atmosphere. We cordially invite 
you to make your selections here, 
and suggest early choice, while as- 
sortments are at their best. 
Cordially Yours, 
Store Name. 


In the postcard series could be a card 
to men suggesting gifts for women, a 
card to women listing gifts for men, a 
ecard from salespeople to their regular 
customers, a card to business executives 
suggesting gift orders for their em- 
ployees. Small offices, such as insur- 
ance, real estate, law offices and the like 
are the best prospects. If personal calls 
are made, so much the better. The card 
(or letter) might suggest that you will 
be glad to call at their convenience, if 
they are too busy to stop in at the store. 
Cards can also be used to tell cus- 
tomers about special features, either in 
merchandise or price, that you believe 
they will appreciate. Head these “We 
didn’t want you to miss this!” If you 
use advance prints of a newspaper ad 
for mailing, be sure to give it the extra 
interest of a note in red at the top: 
“This ad is send to you because we be- 
lieve its gift suggestions will be inter- 
esting and helpful to you; however, 
these are only a few of the many gift 
things you can choose here in leisurely 
comfort. Please come in soon.” 

We like the idea of a children’s 
Christmas party to be held in the store 
or at a local movie house. Children 
should be required to call at the store 
for tickets, or they should be sent, with 
a note to mothers of the children on 
your customer list. Another idea to 
interest children is to give prizes to 
grammar school pupils who draw the 
best Santa Claus head. This ties in 
with our idea of using the Santa head 
in all ads and displays. Quite a little 
interest can be worked up around this 
stunt. 

Still another idea is to have a Santa’s 
mail box covered in appropriate holly 
paper, placed near a small desk and 
chair. Have forms already made out: 
“Dear Santa: My name is ; 
I am —— years old. I live at —— 
My mama’s name is . If you 
can, I should like to have you bring me 
—_______—. Thank you, Santa.” Where 
the child is obviously poor turn the card 
over to a society, or play up in your 
ads, “Want to be Santa Claus to a 
poor child?” in your ads. 

We know that some stores will in- 
clude radio and billboards in their pro- 
motion programs, but REcoRDER Shoe 
Store will first see how we stand after 
planning a thorough job in four other 
divisions first. 
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AIRS 


Hard usage, soakings, strains, sudden changes of 
temperature, make strenuous demands on the box toes 
of sport boots and work shoes. 

In Celastic Box Toes, manufacturers and retailers have 
found a product which successfully meets these un- 
usual demands for toughness, strength and form- 
retaining ability.* 

Even the heaviest Celastic Box Toes are easily worked 
and give accurate reproductions of the toe shape of 
the last. 


~ 


_ “The heaviest weight Celastic Box Celastic Double Box Toe... Celastic Composited Box Toe... 
Toe material or Celastic in the form Two full size cut boxes made into A single box toe of Celastic material 
. of Double or Composite Box Toes the toe of the shoe. Adds extra to which a reenforcing piece of 

“may be used in all types of rugged — bulk and strength to entire toe. Celastic has been adhered. Adds 
duty leather footwear. . strength and bulk inthe reenforced 
part of the toe. 


ft 
x 
Wee 33 
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ADVERTISING FORMS 
CLOSE 


This Suggestion from 


George Geuting, 
Geuting’s, Philadelphia 





| worthy purpose of cutting short cor- 
| ridor conversation because he could 








IN NEW YORK, DECEMBER 10 


GEORGE GEUTING of Geuting’s, 
Philadelphia, hadn’t attended a Na- 
tional convention in nine years but 
he did develop a formula for how a 
merchant should attend a conven- 
tion that is very well worth remem- 
bering for the next time. 

George took the Convention Num- 
ber of the Boot anp SHoe Recorp- 
ER, went through it carefully and 
then planned his appointment note- 
book for each day at the conven- 
tion. He was thus able to cover 
more new and interesting lines than 
he would have done if he had left 
it to chance. It also served the 












always, and properly, say: “I’ve an 
appointment in five minutes with So 
and So.” Thus he was able to com- 
plete his “looking calendar” and as 
a result got more out of this conven- 
tion because he had planned his 
work and worked his plan. He said: 

“You'll do a lot of walking and 
talking and skipping around and 
you'll be gloriously entertained by 
your old friends but you may want 
to see some new lines, make some 
new friends and get your money’s 
worth for your trip and you can’t 
do it without checking the big Re- 
CORDER and organizing your con- 
vention trip with it.” 

Thanks, George, we'll reprint this 
next December. 
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SALESMEN WANTED 


AVE a now for three high ade 
H salesmen sell P Priced In-Stock 
Line Ladies’ Nery ‘cotwear in Pennsyl- 
vania and West Virgi ia and Florida 
—and equire services of sales- 
men who have sold shoes to retail merchants 
and have following im these territories. Large 
volume of a business. Splendid earn- 
ing possibilities for live wire salesmen. Address 
Shu-Stiles, a‘ 214 Washington Ave., St. 


° 0. 


WANTED: Good, experienced salesmen for 
new style Men’s Sandals and Slippers fac- 
tory. All territories. Address $957, care Boot 
& a he —. 100 East 42nd Street, New 
Yor 


EXPERIENCED SALESMEN to carry com- 
plete line Athletic Footwear, Riding Boots, 
Ice Skate —. Rag Shoes, Moccasins, 
Ski Boots other items featured in 
8 aang "“Tdeal sideline for men with 

ished trade. Straight Commission to start. 
om open New Jersey, Upper New York 
State, Pennsylvania, Entire Southern and West- 

ern States. Address £959, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York. 














FOR LEASE 


M/AML FLA.—Ideal location for shoe store 
18 x 64 at 231 East Flagler Street. L. 
Lober, owner, 30 Broad Street, New York. 








LINE WANTED 


WIDELY KNOWN SALESMAN contacting 
the retail and department store trade in New 
England for past twenty years, available for 
coming season. Familiar with all types of foot- 
wear. Would be pleased to go into this matter 
in detail with any manufacturer interested in 
securing the services of such a man. Address 
$951, care Boot & + ag Recorder, 100 East 
42nd Street, New York, N. Y. 


SIDE LINE SALESMEN 














SIDE LINE SALESMEN 


WANTED for New York State and Penn- 
syivania State to sell a fast line of in-stock 
Juvenile shoes—Must have experience; fol- 
lowing; and live in territory. 7% com- 
mission. State references and particulars. 


Address 952 care BOOT & SHOE RECORDER 
100 East 42nd St.. New York, WN. Y. 














FOR SUB-LEASE 


Ladies Novelty Shue De- 


T° SUB-LEASE: 
3. Can do ss pa 000 
in a good Ladies 


me | 
 s0.000, Shop. In business 15 Write 
years. 
immediately to Sole Shop, Cairo, Illinois. 











POSITION WANTED 


WANTED TO PURCHASE 





AVAILABLE: Man 45 years of age; execu 
tive type; Resourceful, hard worker; Alert 
and matured judgment; A diplomat in personnel 
management; Retail shoe ying experience. 
Can go anywhere. All correspondence kept con 
fidential. Address $953, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York. 


EXECUTIVE OR MANAGER; 20 years’ ex- 
perience in operating Women’s quality shoe 
stores in Chicago, complete charge of merchan- 
dising, sales promotion, advertising and person- 
nel. 45 years old; alert; aggressive. Would 
leave city. Address $955, care Boot & Shoe 
Recorder, 209 South State Street, Chicago, Il. 


'OUNG man, 31, single, at present employed as 

buyer and merchandise man, desires to make 
connection with aggressive organization as trav 
eling representative. Available after first of 
year. Address £956, care Boot & Shoe Recorder, 
100 East 42nd Street, New York, N. Y 








BUSINESS OPPORTUNITY 





ILL INVEST up to $10,000 in purchase of 

established better-grade store or department, 
showing fair return. State volume, rent, ex- 
penses, type shoes sold. Address $954, care 
Boot & Shoe Recorder, 209 So. State Street, 
Chicago, Ill. , 





BUYERS OF 


MANUPACTURERS-—RETAILERS 
SURPLUS STOCKS 


BARSH & CEASAR 
14 8. Third St. eames hia, Pa. 
Phone Market 913 








WE BUY 
Entire or Surplus Wholesale 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos 
tonians, Stetson, Ned Cross, Nunn- Bush, Rte. 
IRVIN RUBIN 
“The House of Jobe’ 
89 Reade St., Cor. Church 

Phone Barclay 7-7887. New York City 








BE INDEPENDENT! 
MAKE MORE MONEY! 


If that’s your ambition . . . 
if you are young, energetic, 
experienced in shoes YOU 
CAN GO IN BUSINESS 
FOR YOURSELF ON lim- 
ited capital. 

Large, reputable Middle 
Western Company has ex- 
ceptional opportunities and 
excellent locations avail- 
able. Write for full par- 
ticulars, giving your quali- 
fications. 


Address Box $958 
BOOT AND SHOE RECORDER 
1627 Locust Street, St. Louis, Mo. 











SHOE STORES WANTED 


FOR CASH 
Men’s, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Pres. 


BARIS SHOE CO., INC. 
York 


79-81 Reade St., 
Unusual references on request. 








Buyers of Surplus Stocks 


Wo wi ty cui @ eiive dade @ chee 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 























HOTELS 


rere 
hotel MSONNOX 5404; 


ok if anche 





we. F. victor 





For all 


payable in 





CLASSIFIED ADVERTISING RATES 
and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. Mini- 
other advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
desired twelve words should be added for the address. In all other cases each word of the 


classified advertisements is $5.00 an inch with » maximum of 46 words. 
advance. 


classified 


this page must be in our New York office on Friday of the week preceding publication. “™® 






































MERCHANTS’ NEEDS 





DUNDE 


» 


~~ Alter Shoes to Fit 
7 aa Abnormal Feet 


DUNDE SHOE RE 





753 trole St., Les Angeles. Cal. 








PATENT ATTORNEY 
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Expect Change in Army 
Footwear Specifications 


Boston, Mass.—Reliable sources in 
Boston’s leather district report that a 
change in specifications of some types 
of army boots is imminent and that 
the chief change will be from calf to 
side leather for boots with legging tops. 
Invitations for bids on 262,000 pairs of 
these boots, originally scheduled to be 
opened November 18, were cancelled 
and new invitations have not yet been 
sent out at the time of this writing. 
In the cancellation notice, issued at the 
Boston Quartermaster Depot, mention 
was made of “anticipated changes to 
be made in the specifications.” 

Corroborating this is the fact that 
1,000,000 square feet of calf leather 
soon will be removed from the market 
when contracts are awarded for the 
manufacture of 400,000 army helmets, 
each one of which uses two and one- 
half square feet of calf leather. As 
noted before, the price of calf has ad- 
vanced, and supplies are none too 
plentiful. At least one manufacturer is 
authority for the statement that the 
price advance has been too much and 
too rapid. He recalls the dictum of one 
of Boston’s best-known leather econ- 
omists, now dead, that calf leather 
prices can advance only so much before 
substitution of some other material be- 
comes inevitable. 

Continuing its policy of outfitting 
some units of the army for service in 
Arctic regions, the Boston Quarter- 
master Depot announces the purchase 
of 1500 snow shoes, 1500 pairs of skis 
and 1500 pairs of ski poles. 


Informative Labeling 


New York—Informative labeling is 
a subject that is receiving more and 
more attention among retailers. An 
informative label is any tag or sticker 
which gives the consumer facts, simple, 
easy-to-read information. 

Max Gertz of Jamaica, Long Island, 
told the mid-year convention of the Na- 
tional Retail Dry Goods Association 
that “informative labeling is linked 
with honest weight and measure and 
the one-price system. For how under 
the sun can anyone intelligently deter- 
mine the value of goods unless he 
knows of what and how these goods 
are made? How can the customer de- 
cide intelligently what will give her 
the most, dollar for dollar? She wants 
to be told—on labels!” 

Aside from betterment of consumer 
relations, the informative label earns 
its salt for the retailer in other ways. 
Instructions for proper care frequently 
reduce damaging complaints and re- 
turns. Information on hidden details 
of material or construction not only 
furnishes a handy outline to a sales- 
person for closing sales, but also en- 
ables customers virtually to sell them- 
selves during rush periods when no 
sales person is available. Informative 
labeling serves as a guarantee of qual- 
ity to the retailer, too, for inferior mer- 
chandise cannot stand the comparison 
of materials and workmanship that 
such labels bring out. 

Cooperating with the rapidly grow- 
ing consumer movements, the Trimfoot 
Company, makers of Baby Deer Shoes, 
produced an informative label for use 
on Trimfoot Pre-School Shoes, its new 
line of flexible walking shoes in the 3 
to 8 size range. One of the first man- 
ufacturers in the industry to use this 
type of label, the Trimfoot Company 
produced it to present facts which the 
firm believes the public has a right to 
know about flexible walking shoes in 
general and Trimfoot Pre-School Shoes 
in particular. The information it con- 
tains includes: “How Shoes Should 
Fit,” “How to Clean These Shoes,” 
“How These Shoes Are Made,” “Why 
They Are ‘Sanitized’,” and “Things to 
Look for When Buying Children’s 
Shoes.” 


Opens New Shoe Store 


NEw ORLEANS—Isadore Lassen who 
has been with Abe Wiener as manager 
of one of his chain stores for the past 
fifteen years has opened a new shoe 
store known as the Lane Shoe Store at 
1610 Dryades Street. Mr. Lassen is 
well known on this busy thoroughfare 
and his store is situated in the busiest 
block in Dryades Street. 

Lassen has recently returned from 
Boston and other shoe markets where 
he had selected for the opening of the 
Lane Shoe Stores, a line of up-to-date 
women’s novelties to sell at popular 
prices. They will also carry a line of 
misses’, children’s, boys’ and men’s 
shoes. 
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Merchandising Clinic 
at Middle Atlantic 


[CONTINUED FROM PAGE 40] 


tory comprised in the regional area. 
This plan was worked out in detail, and 
no retail merchant is likely to be over- 
looked in its presentation. 

Among other inducements of interest 
to retail men who have business prob- 
lems that bother them will be the fact 
that for the first time at this conven- 
tion there will be a merchandising 
clinic, similar to those which have 
proven to be so useful and informative 
at the national conventions. This clinic. 
which will hold three sessions, one on 
Monday and two on Tuesday, will be 
conducted under the auspices of the 
Wharton School of the University of 
Pennsylvania and under the leadership 
of Reavis Cox, head of the Marketing 
Division. It is scarcely necessary to 
comment upon the importance of the 
Wharton School in either scholastic or 
business circles. 

The one business session of the con- 
vention, which will take the form of a 
luncheon on Monday, also came in for 
a good deal of consideration on the part 
of the committee. It would be unfair 
to give the details of the meeting or 
the speakers on the program at this 
time, but it can be said that both the 
serious and the lighter sides of the 
business will be covered, and here too 
plans have been perfected that are 
bound to secure a much greater atten- 
dance than has been true of the past. 

In fact, the meeting presided over 
by Harvey Farr, president of the 
M.A.S.R.A. may be said to have accom- 
plished more in a shorter time than is 
the general record of committees, with 
the logical expectation, that the con- 
vention also will accomplish more and 
establish itself as a record, once it has 
passed into history. 


Move into New Store 


WILMINGTON, N. C.—Freeman Shoe 
Co., retailers here, moved into their new 
store at 24 North Front Street recently. 
The oldest shoe store in Wilmington, it 
is jointly owned by J. W. Freeman, 
0. O. Whitlock and L. C. Robertson, Jr. 
The move was necessitated by constant- 
ly increasing business. 

The front of the store is of precast 
stone and the interior is done in South 
American maple with walnut trim. Tan 
carpeting throughout and fluorescent 
indirect lighting are features of the 
store. It is air-conditioned. 

Throughout its existence, Freeman’s 
has concentrated on bringing high grade 
shoes to its customers. Men’s, women’s 
and children’s shoes and slippers are 
carried. Eight employees, well-trained 
in fitting, make up the sales staff. 

Free gifts were given to visitors on 
the opening day. 
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Dates to Remember 
Boston Shoe Fair, New England 
Shoe and Leather Association, 
Hotel Statler and Parker House, 
Boston, Mass. 


December 2, 3, 4, 5, 1940 | 


Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Illinois. 

January 4, 5, 1941 


NATIONAL SHOE FAIR, Hotel 
Stevens, Chicago, Ill. : 


January 6, 7, 8, 9, 1941 


Michigan Annual Shoe Fair (Joint- 
ly Sponsored by Michigan Retail 
Shoe Dealers Association and 
Michigan Shoe Travelers Club), 
Hotel Statler, Detroit, Mich. 


January 12, 13, 14, 1941 | 


Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Char- 
lotte, N. C.. January 12, 13, 14, 1941 


Joint Annual Convention South- 


Retailers, Hotel Adolphus, Dal- 
las, Texas. 


California Shoe Fair, Hotel Bilt- 
more, Los Angeles, Calif. 


January 15, 16, 17, 1941 | 


Buffalo Shoe Style Show, Hotel 
Statler, N. Y. January 19, 20, 1941 


_ 27th Annual Shoe Show, Middle 
Atlantic Shoe Retailers Associa- 
tion, Benjamin Franklin Hotel, 
Philadelphia, Pa. 

January 19, 20, 21, 1941 


Indiana Shoe Buyers’ Week, Indi- 
ana Shoe Travelers Association, 
Claypool Hotel, Indianapolis, 
Ind. January 19, 20, 21, 1941 


Annual Convention Northwestern 
Shoe Retailers Association, Hotel 
Radisson, Minneapolis, Minn. 

January 26, 27, 28, 1941 


Official Opening of American 
Leathers and Style Conference 
for Fall, 1941, Waldorf-Astoria 
Hotel, New York, 

March 31, April 1, 1941 


Spring Meeting Tanners’ Council 
of America, White Sulphur 
Springs, W. Va. May 8, 9, 1941 





W. R. Huggett . 
Covering Northwest 

Cuicaco, Itu.—Walter R. Huggett, 
of Seattle, Wash., is now covering the 


States of Washington, Oregon, Idaho 
and Montana for the Groves Shoe Co. 





January 12, 13, 14, 15, 1941 
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Bipgom. 


BOOTS AND SHOES 


BASS, G. H., CO,, Wilton, Me 

BROOKS SHOE MFG. CO., Philadelphia, Pa 

CONJOR, H., SHOE CO., INC., Brooklyn, N. Y 

CONNEL, J. M., SHOE CO., Braintree, Mass 

COON, W. B., CO., Rochester, N. Y 

ENDICOTT-JOHNSON CORP., Endicott, N. Y 

GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa 

GOODRICH FOOTWEAR, INC. Watertown, Mass 
os cc csiccsedcabseecesiocccesecteee 38 
KRIPPENDORF-DITTMANN CO., Cincinnati, O 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind............. 6 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass 

MUSEBECK SHOE COMPANY, Danville, Il 

SANDLER, A., CO., Boston, Mass 

NES. EE Sn SURE, Bd Bosc c sc cccnkctunsbsababebebscapicvevess 7 


LEATHER AND OTHER MATERIALS 


ALLIED KID COMPANY, New York, Boston, Philadelphia 

GALLUN, A. F., & SONS CORP., Milwaukee, Wis 4 
KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich. ................ 40, 42 
LEVOR, CG. @ CO., INC., Gloversville, N. Vu... ccccrccccccccsssccccvecees 2, 3 
OHIO LEATHER COMPANY, Girard, 0 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


BROWN COMPANY, New York City 

LITTLEWAY PROCESS CO., Boston, Mass 
PALATINE CORP., New York City 

UNITED LAST COMPANY, Boston, Mass 
UNITED SHOE MACHINERY CORP., Boston, Mass 


STORE EQUIPMENT AND ACCESSORIES 
DUNDE SHOE RE-SHAPING DEVICES, INC., Los Angeles, Cal 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
BARSH & CEASAR, Philadelphia, Pa 

HOTEL LENNOX, St. Louis, Mo 

KIRSCH-BLACHER CO., INC., New York City 

MIDDLE ATLANTIC SHOE RETAILERS ASSO., Philadelphia, Pa 
POLLACHEK, Z. H., New York City..........2000.cccscsecceeeeeeeeeeeeees 
RUBIN, IRVIN, New York City 














